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  Abstract	  	   This	  work	  interrogates	  the	  historical	  present	  through	  the	  lens	  of	  culinary	  tourism	  and	  heritage	  foodways,	  positing	  that	  the	  contemporary	  interest	  in	  authenticity	  and	  heritage	  are	  emblematic	  of	  a	  populism	  that	  has	  the	  potential	  to	  be	  emancipatory	  and	  liberating	  or	  reactionary.	  I	  read	  these	  trajectories	  through	  foodways	  and	  the	  recent	  rise	  in	  popularity	  of	  culinary	  tourism,	  theorizing	  the	  implications	  of	  the	  turn	  to	  nostalgia	  as	  a	  mode	  of	  consumerism	  as	  the	  articulation	  and	  recuperation	  of	  primordial	  identities	  that	  rely	  on	  the	  shoring	  up	  of	  boundaries	  and	  the	  investment	  in	  space	  as	  place.	  Qualitative	  and	  interpretive	  methodologies	  structure	  the	  study	  the	  tensions	  between	  tradition	  and	  modernity	  as	  performance	  ethnography	  and	  the	  autoethnographic	  voice	  weave	  through	  an	  examination	  of	  policy,	  affect,	  history,	  and	  culture.	  	  Presenting	  Galicia,	  Spain	  as	  a	  case	  study,	  this	  investigation	  recognizes	  the	  linkages	  between	  regional	  and	  national	  identities	  and	  global	  commodity	  culture.	  The	  European	  Union	  has	  been	  central	  to	  realizing	  the	  connections	  between	  agricultural	  policy	  and	  cultural	  policy,	  rendering	  autonomous	  regions,	  such	  as	  Galicia	  in	  northwest	  Spain,	  important	  sites	  of	  inquiry	  to	  understand	  these	  processes.	  The	  EU’s	  appellation	  system	  contributes	  particularly	  to	  the	  development	  and	  branding	  of	  Galicia’s	  wines	  and	  foodstuffs,	  encouraging	  local	  producers	  to	  modernize	  production	  processes	  and	  increase	  exports.	  Consortiums	  aimed	  at	  promoting	  their	  products’	  prominence	  adopt	  marketing	  strategies	  stressing	  the	  historic	  ties	  to	  the	  terroir	  and	  culture	  of	  Galicia	  to	  strengthen	  their	  market	  position	  and	  promote	  their	  foodstuffs	  within	  Spain,	  the	  EU,	  and	  globally.	  However,	  many	  Galician	  traditions—including	  foodstuffs	  and	  wines—are	  omitted	  from	  the	  Spanish	  imaginary,	  which	  privileges	  gazpacho,	  paella,	  and	  Rioja	  wines	  as	  signifiers	  of	  the	  nation.	  This	  has	  precipitated	  localization	  of	  the	  wines	  within	  Galicia’s	  cultural	  and	  political	  heritage,	  while	  exporting	  “Galicia”	  to	  the	  global	  community	  as	  embodied	  through	  their	  wines	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CHAPTER	  ONE:	  INTRODUCTION	  
	  
Fall	  2011	  I’m	  writing	  from	  Oneonta,	  New	  York,	  174	  miles	  of	  winding	  country	  roads	  from	  the	  Occupy	  Wall	  Street	  encampment	  in	  Zuccotti	  park.	  For	  seven	  weeks,	  I	  was	  in	  O	  Grove,	  Spain,	  84.5	  kilometers	  from	  the	  tent	  communities	  of	  los	  indignados	  who	  comprise	  the	  15-­‐M	  movement	  in	  Santiago	  de	  Compostela,	  675	  kilometers	  from	  Puerta	  de	  Sol,	  Madrid	  where	  tens	  of	  thousands	  of	  indignados	  continue	  to	  occupy	  Puerta	  de	  Sol	  since	  May	  15.	  The	  spring	  of	  2010,	  Bangkok,	  Thailand	  was	  embroiled	  in	  violent	  political	  protests	  as	  a	  result	  of	  a	  military	  coup.	  The	  Thai	  struggle	  for	  democratic	  representation,	  largely	  a	  project	  of	  citizens	  from	  the	  rural	  north	  and	  northeast,	  was	  a	  presence	  my	  trip	  to	  Malaysia	  that	  June,	  and	  the	  country’s	  tourism	  benefited	  from	  tourists	  who	  re-­‐routed	  trips	  to	  Malaysia.	  This	  is	  the	  flow	  of	  global	  calls	  for	  democracy	  in	  the	  historical	  present.	  	  This	  is	  how	  citizens	  are	  speaking	  truth	  to	  power.	  	  The	  current	  global	  movement	  for	  “real	  democracy	  now”	  may	  seem	  like	  an	  odd	  place	  to	  ground	  a	  dissertation	  examining	  competing	  discourses	  of	  authenticity	  and	  hybridity	  through	  transnational	  foodstuffs.	  Yet,	  the	  pressures	  of	  neoliberalism	  on	  local	  subjectivities,	  and	  the	  manner	  of	  citizens	  generating	  and	  performing	  identity	  through	  space	  and	  place	  to	  compete	  in	  global	  markets	  is	  the	  focus	  of	  this	  research.	  This	  has	  taken	  two	  forms:	  the	  hybrid,	  fusion	  cuisine	  and	  fashion	  of	  the	  late	  1980s	  and	  1990s,	  and	  the	  resurgent	  interest	  in	  the	  artisan,	  “heritage”	  project,	  rooted	  in	  “authenticity”	  and	  localism,	  that	  we	  have	  seen	  in	  the	  past	  decade.	  In	  both	  iterations,	  presence	  in	  the	  marketplace	  has	  been	  seen	  as	  a	  form	  of	  recognition	  that	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  has	  not	  always	  been	  matched	  with	  recognition	  in	  the	  public	  sphere,	  or	  by	  state	  apparatuses.	  Against	  this	  background,	  it	  is	  possible	  to	  see	  that	  the	  “Occupy”	  and	  
indignado	  movements	  represent	  a	  response	  to	  the	  lack	  of	  political	  representation	  that	  has	  been	  a	  hallmark	  of	  neoliberalism,	  and	  a	  uniting	  of	  identity	  around	  a	  common	  democratic	  project	  after	  decades	  of	  fracturing	  through	  commodification.	  	  This	  dissertation	  focuses	  on	  the	  convergence	  of	  food,	  media,	  and	  cultural	  identity.	  As	  such	  I	  consider	  both	  contemporary	  trends	  in	  communication	  and	  media	  technology—such	  as	  blogs,	  reality	  television,	  upscale	  food	  markets,	  and	  culinary	  tourism—as	  well	  as	  the	  timeless	  communication	  ritual	  of	  eating	  (Levi	  Strauss,	  1966;	  Douglas,	  1984).	  In	  the	  interest	  of	  laying	  bare	  the	  complex	  web	  of	  relationships	  under	  late	  consumer	  capitalism,	  I	  juxtapose	  my	  autoethnographic	  voice	  with	  scholarly	  analysis	  or	  the	  gastronomic	  culture	  of	  Galicia,	  Spain.	  Galicia	  is	  noteworthy	  for	  the	  ways	  in	  which	  it	  has	  approached	  staging	  itself	  through	  its	  foodways	  as	  a	  means	  of	  gaining	  access	  to	  world	  markets.	  It	  also	  functions	  as	  a	  ‘universal	  singular’	  –a	  singular	  experience	  of	  a	  universal	  phenomenon	  (Sarte	  1981,	  in	  Denzin	  2003).	  Although	  my	  experience	  in	  Galicia,	  and	  the	  history	  of	  Galicia	  is	  quite	  specific,	  they	  connect	  to	  larger	  experiences	  across	  the	  globe.	  The	  investment	  in	  a	  “food	  identity,”	  by	  both	  government	  and	  citizenry	  is	  moved	  by	  different	  affective	  sources;	  yet	  the	  end	  results-­‐-­‐of	  a	  commodifiable	  identity	  performing	  an	  “authentic”	  food	  culture—are	  nevertheless	  remarkably	  similar.	  Throughout	  my	  experiences	  with	  travel	  and	  research	  on	  foodways,	  the	  cultural	  values	  of	  hybridity	  and	  authenticity	  are	  evidenced.	  They	  are	  often	  juxtaposed	  against	  each	  other	  and	  reveal	  underlying	  tensions	  around	  modernity	  and	  community.	  Thus	  it	  is	  the	  tensions	  between	  the	  food	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  systems	  as	  experienced	  by	  local	  communities,	  those	  who	  travel	  to	  experience	  them,	  and	  the	  mediated	  experience	  presented	  on	  television	  and	  through	  commodities	  that	  provoke	  the	  current	  “structure	  of	  feeling,”	  which	  I	  identify	  as	  a	  globalized	  nostalgia.	  	  It	  is	  the	  transnational	  circulation	  of	  socially	  constructed	  performances	  of	  essentialist,	  or	  primordial,	  identities	  (of	  products,	  locations,	  peoples)	  that	  rely	  on	  claims	  to	  an	  authentic	  past,	  one	  based	  on	  “heritage”	  for	  their	  consumptive	  value.	  	  	   This	  project	  considers	  not	  only	  the	  institutional	  structures	  that	  have	  come	  to	  dominate	  the	  landscape	  within	  which	  we	  live	  out	  our	  daily	  lives,	  but	  also	  the	  ways	  in	  which	  I,	  as	  a	  particular	  subject	  with	  a	  particular	  history,	  interact	  within	  these	  structures	  as	  a	  subject	  of	  a	  time	  and	  place.	  As	  such,	  the	  project	  is	  situated	  at	  the	  axis	  of	  neoliberalism’s	  creation	  of	  a	  self-­‐governed	  consuming	  subject,	  and	  the	  academy’s	  production	  of	  a	  self-­‐reflexive,	  critical	  subject.	  Media	  are	  the	  tools	  that	  are	  used	  in	  this	  moment	  to	  construct	  these	  identities	  and	  communities	  and	  transcend	  cross	  cultural	  and	  national	  boundaries.	  	  
Meano,	  Galicia,	  Spain,	  July	  2011	   	  
Stephanie,	  my	  German	  classmate,	  has	  accompanied	  me	  on	  my	  first	  round	  of	  vineyard	  
visits.	  As	  luck	  would	  have	  it,	  she	  had	  owned	  a	  tapas	  restaurant	  in	  Germany	  for	  twelve	  
years,	  and	  is	  very	  knowledgeable	  about	  Albariño	  wine,	  the	  topic	  of	  today’s	  outing,	  and	  
Galicia’s	  crown	  varietal.	  To	  our	  surprise,	  the	  first	  three	  bodegas	  we	  visited	  had	  been	  
closed.	  By	  chance,	  we	  stopped	  at	  a	  rural	  hotel	  to	  ask	  for	  directions.	  The	  proprietor,	  
upon	  learning	  that	  we	  were	  following	  the	  “rutas	  del	  vino,”	  informed	  us	  that	  many	  
places	  would	  be	  closed	  due	  to	  the	  Saint’s	  day—everyone	  would	  be	  in	  town	  getting	  
ready	  for	  the	  parade.	  Nowhere	  in	  the	  tourism	  literature	  is	  the	  “Dia	  de	  San	  Cristobal”	  
the	  patron	  saint	  of	  drivers,	  mentioned.	  After	  speaking	  with	  him	  for	  a	  while	  about	  the	  
region	  and	  hotel	  he	  ran,	  he	  excused	  himself,	  to	  prepare	  the	  lunch	  celebration	  for	  his	  
family,	  who	  would	  return	  after	  the	  parade.	  We	  left,	  disheartened	  and	  slightly	  
frustrated.	  We	  had	  taken	  a	  bus	  from	  the	  town	  we	  were	  living	  in	  to	  another	  (larger)	  
one,	  to	  rent	  a	  car.	  To	  make	  the	  journey	  again	  would	  be	  both	  expensive	  and	  time	  
consuming,	  and	  we	  had	  language	  classes	  Monday	  through	  Friday	  from	  ten	  in	  the	  
morning	  until	  six	  in	  the	  evening.	  We	  stopped	  for	  lunch	  on	  the	  main	  road	  of	  the	  small	  
town,	  sipped	  pints	  of	  Estrella	  Galicia	  (the	  local	  beer)	  and	  pondered	  the	  options—I,	  as	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the	  researcher	  and	  organizer—the	  “professional”—apologizing	  for	  the	  oversight.	  As	  
we	  sat	  outside	  in	  the	  sun,	  a	  horn	  honked,	  and	  a	  parade	  of	  cars	  streamed	  by.	  Stephanie	  
raised	  her	  glass	  to	  me,	  and	  toasted:	  
	  “What’s	  the	  name	  of	  that	  movie,	  with	  the	  two	  guys	  in	  Napa	  Valley?”	  	  
“Sideways”	  
“That’s	  us,	  but	  we’re	  No	  Ways!”	  	  	   Researched	  and	  performed	  through	  my	  biography	  as	  a	  global	  culinary	  tourist/researcher,	  this	  project	  illuminates	  the	  transformations	  that	  have	  occurred	  in	  cultural	  representations	  over	  the	  past	  20	  years	  by	  highlighting	  the	  role	  that	  foodstuffs	  has	  played	  as	  a	  means	  of	  identity	  production	  and	  commodity	  representation.	  As	  the	  anecdote	  above	  illustrates,	  mediated	  experience	  often	  precedes	  and	  informs	  the	  experience	  of	  daily	  life.	  Media	  presents	  versions	  of	  reality	  from	  which	  we	  stitch	  together	  idealized	  visions	  of	  community,	  experiences	  and	  selves.	  As	  Carey	  (2009/1989)	  noted	  the	  popular	  arts	  create	  and	  maintain	  a	  sense	  of	  community,	  nation,	  and	  society	  through	  the	  symbolic	  process	  of	  communication,	  which	  in	  many	  ways	  produced	  reality	  (19).	  Similarly,	  Daniel	  Mato	  (1998)	  observes	  the	  ways	  in	  which	  current	  networks	  of	  communications	  technology	  encourage	  “overlapped	  spaces	  of	  political	  activism,	  cultural	  production	  and	  consumption”	  and	  “play	  significant	  roles	  in	  the	  ongoing	  making	  of	  this	  transnational	  culture	  and	  particularly	  in	  the	  production,	  marketing	  and	  consumption	  of	  certain	  common	  cultural	  products"	  (614).	  Foodie-­‐ism	  has	  arisen	  as	  a	  form	  of	  cultural	  capital	  over	  the	  past	  20	  years.	  This	  project	  locates	  the	  development	  of	  the	  “foodie”	  within	  media	  discourses	  and	  transnational	  cultural	  flows.	  Through	  this	  larger	  framework,	  I	  am	  situated	  as	  a	  reflexive	  subject	  through	  performance	  ethnography.	  This	  provides	  a	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  framework	  that	  allows	  cultural	  actors	  to	  speak	  for	  themselves	  while	  making	  the	  enactment	  of	  culture	  visible.	  As	  John	  Thomlinson	  (1999)	  argues:	  	  The	  huge	  transformative	  processes	  of	  our	  time	  that	  globalization	  describes	  cannot	  properly	  be	  understood	  until	  they	  are	  grasped	  through	  the	  conceptual	  vocabulary	  of	  culture;	  likewise	  that	  these	  transformations	  change	  the	  very	  fabric	  of	  the	  cultural	  experience	  and,	  indeed,	  affect	  our	  sense	  of	  what	  culture	  actually	  is	  in	  the	  modern	  world	  (1).	  	  	  Valdivia	  (2010)	  highlights	  the	  complicated	  subject	  position	  of	  the	  audience	  within	  a	  transnational	  media	  culture—increasing	  hybridity	  and	  disparate	  class	  positions	  disrupt	  neat	  categories	  of	  identification.	  As	  Valdivia	  asks,	  “how	  do	  we	  study	  these	  multiple	  affiliations	  and	  potentially	  disruptive	  identity	  positions?”	  (158).	  This	  question	  grounds	  this	  study,	  which	  focuses	  on	  the	  tension	  a	  tension	  between	  the	  undeniable	  hybridity	  of	  global	  culture	  and	  a	  transnational	  marketplace	  featuring	  a	  cosmopolitan	  audience	  and	  consumer,	  and	  the	  desire	  for	  a	  grounded	  ‘primordial’	  identity	  on	  the	  part	  of	  some	  producers	  and	  consumers.	  	  I	  illuminate	  these	  tensions	  through	  the	  study	  of	  foodways.	  Contemporary	  culture	  has	  foregrounded	  foodways	  as	  a	  means	  of	  organizing	  social,	  political	  and	  economic	  relationships	  on	  local,	  national,	  and	  transnational	  levels.	  As	  these	  items	  circulate	  they	  carry	  symbolic	  meanings	  and	  expectations.	  Across	  the	  globe,	  connected	  by	  transnational	  flows	  of	  commerce	  and	  people,	  individual	  citizens	  and	  governments	  are	  investing	  in	  food	  identities	  as	  a	  means	  of	  seeking	  representation	  in	  the	  global	  marketplace.	  Television	  networks,	  such	  as	  The	  Food	  Network	  and	  The	  Travel	  Channel,	  play	  no	  small	  part	  in	  this	  narrative,	  as	  do	  individual	  chefs	  such	  as	  Rick	  Bayless,	  Mario	  Batali,	  Anthony	  Bourdain,	  and	  Ming	  Tsing,	  who	  engage	  in	  performing	  expertise	  and	  presenting	  the	  exotic	  as	  quotidian.	  It	  is	  the	  tensions	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  between	  the	  food	  systems	  as	  experienced	  by	  local	  communities,	  those	  who	  travel	  to	  experience	  them,	  and	  the	  mediated	  experience	  presented	  by	  the	  culture	  industry	  that	  provides	  a	  sense	  of	  globalized	  nostalgic	  identity—one	  which	  seems	  to	  be	  endlessly	  reproduced.	  	  
Globalized	  nostalgia	  is	  the	  performance	  of	  authenticity	  and	  heritage	  that	  emerges	  from	  these	  pressures.	  This	  term	  refers	  to	  the	  socially	  constructed	  and	  performed	  concept	  of	  an	  essential	  identity	  that	  can	  be	  recovered	  and	  enacted	  through	  our	  legislative	  policy,	  consumption	  habits	  and	  promotional	  efforts.	  Nostalgia	  is	  the	  over-­‐determined,	  “scripted”	  relationship	  between	  the	  present	  memory	  and	  the	  imagined	  past	  (Denzin,	  2006).	  McCarthy	  and	  Engel	  (2007)	  note	  that	  nostalgia	  operates	  as	  an	  “ethnic	  and	  nationalist	  myopia”	  (p.10).	  Nostalgia	  within	  commodity	  culture	  functions	  such	  that	  “the	  viewer	  need	  only	  bring	  the	  faculty	  to	  the	  image	  that	  will	  supply	  the	  memory	  of	  a	  loss	  he	  or	  she	  has	  never	  suffered”	  (Appadurai,	  1996;	  p.78).	  Modernity	  supplies	  the	  condition	  for	  nostalgia,	  and	  our	  cultural	  landscapes	  supply	  the	  memory	  to	  fill	  the	  voids	  of	  perceived	  loss.	  Nationalism	  and	  nostalgia	  converge,	  particularly	  around	  the	  category	  of	  foodstuffs	  and	  viniculture,	  to	  create	  a	  sense	  of	  longing	  for	  homelands	  past—both	  of	  the	  actual,	  diasporic	  past,	  and	  the	  romantic	  imagined	  past.	  These	  homelands	  are	  recreated	  via	  invented	  traditions	  	  (Hobswam	  and	  Ranger,	  1993)	  as	  “heritage.”	  As	  neoliberalism	  has	  encouraged	  “the	  commodification	  of	  everything”	  (Harvey	  2005,	  165),	  products	  such	  as	  wine	  enjoy	  the	  cultural	  capital	  provided	  by	  particular	  forms	  of	  legislation,	  nationalist	  mythology	  and	  transnational	  circulation.	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  This	  performance	  is	  contingent	  upon	  the	  twin	  processes	  of	  modernization	  and	  heritage	  recuperation,	  and	  is	  often	  linked	  to	  terroir—the	  linkage	  of	  the	  land	  to	  a	  particular	  sense	  of	  taste	  and	  identity.	  Marketing	  and	  economic	  development	  narratives	  draw	  on	  the	  land	  to	  generate	  identity	  markers	  for	  citizens	  as	  they	  seek	  to	  ground	  themselves	  within	  “homelands”	  both	  real	  and	  imagined.	  Through	  these	  narratives,	  a	  nostalgic	  identity	  is	  performed	  for	  consumption	  on	  the	  local	  level	  and	  for	  export	  to	  markets	  abroad.1	  	  In	  these	  instances,	  terroir	  becomes	  a	  form	  of	  cultural	  capital—the	  result	  of	  a	  peculiar	  marriage	  between	  legislative	  protection	  and	  patrimony.	  While	  terroir	  traditionally	  refers	  to	  the	  understanding	  of	  the	  relationship	  between	  the	  soil	  and	  a	  wine’s	  taste,	  contemporarily	  the	  definition	  has	  been	  extended	  to	  refer	  to	  the	  relationship	  between	  soil,	  tradition,	  and	  location	  with	  any	  set	  of	  foodstuffs—whatever	  we	  may	  consider	  “artisanal”	  (Trubek,	  2008).	  	  Simply	  stated,	  it	  is	  a	  fundamentalist	  belief	  that	  begins	  with	  “a	  defined	  place,	  tracing	  the	  taste	  of	  place	  back	  from	  the	  mouth	  to	  the	  plants	  and	  animals	  and	  ultimately	  into	  the	  soil”	  (p.	  18).	  The	  term	  terroir	  developed	  in	  France	  through	  the	  usage	  of	  the	  “tastemakers”	  as	  a	  means	  of	  preserving	  particular	  values	  and	  traditions	  (small	  farms,	  regional	  dishes,	  tradition	  and	  local	  taste)	  (p.21).	  Terroir	  became	  mobilizing	  concept	  for	  agricultural	  labor	  during	  the	  turn	  of	  the	  twentieth	  century—a	  way	  to	  retain	  control	  of	  production	  and	  distribution,	  particularly	  during	  market	  fluctuations	  and	  in	  the	  face	  of	  competition	  and	  fraud	  (Lem,	  1999;	  Ulin,	  1996).	  Vidal	  argues	  that	  the	  French	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 I refer both to products which reside on store shelves, labeling and naming practices 
conceived therein; as well as the advertising and promotional campaigns that often 
accompany these exports 
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  definition	  of	  terroir	  expanded	  after	  the	  belle	  époque	  to	  include	  the	  natural	  and	  human	  agricultural	  factors	  (soil,	  vegetation,	  labor,	  and	  traditional	  practices);	  terroir	  thus	  becomes	  part	  of	  France’s	  historical	  memory	  as	  a	  nation-­‐state	  (Lindholm,	  2008,	  83-­‐84).	  Alongside	  this	  development,	  current	  transnational	  legislative	  imperatives,	  such	  as	  the	  European	  Union’s	  appellation	  schemes	  codify	  the	  relationships	  between	  land,	  tradition	  and	  product;	  helping	  to	  provide	  the	  cultural	  capital/marketing	  value	  that	  we	  see	  today.	  	  	  	   Robert	  Davidson’s	  (2007)	  work	  on	  terroir	  highlights	  the	  way	  in	  which	  our	  increasing	  interest	  in	  “space”	  and	  “place”	  in	  connection	  with	  foodways	  creates	  a	  “new	  relationship	  to	  the	  rural	  that,	  while	  directly	  connected	  to	  supranational	  practices	  of	  contemporary	  high-­‐end	  food	  marketing,	  also	  points	  to	  an	  awareness	  of	  new	  discourses	  regarding	  the	  civics	  and	  ethics	  of	  consumption”	  (40).	  This	  reconfiguration	  of	  the	  relationship	  between	  the	  urban	  and	  rural	  is	  a	  crucial	  element	  organizing	  contemporary	  associations.	  Land	  is	  an	  indispensable	  component	  of	  space,	  and	  in	  these	  instances	  quite	  literally	  grounds	  the	  claims	  of	  authenticity.	  	  
	  
GLOBALIZATION	  	  Writing	  in	  1999,	  Toby	  Miller	  cites	  Elizabeth	  Jacka’s	  notation	  of	  the	  varied	  meanings	  of	  globalization	  as	  “an	  American-­‐dominated	  cultural	  flow,	  the	  international	  spread	  of	  capitalist	  production,	  and	  the	  chaotic,	  splintered	  circulation	  of	  signs	  across	  cultures”	  (Jacka	  1992,	  5,	  2;	  in	  Miller	  1999,	  37).	  However,	  Saskia	  Sassen	  (1999)	  focuses	  on	  the	  reconfigurations	  of	  territorial	  and	  economic	  organization	  under	  this	  “current”	  mode	  of	  globalization,	  defining	  globalization	  as	  a	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  not	  only	  a	  shift	  in	  economic	  activity	  but	  also	  the	  organization	  of	  political	  power—the	  sovereignty	  of	  the	  nation-­‐state	  has	  been	  challenged	  by	  the	  ascendancy	  of	  transnational	  capital,	  and	  the	  supranational	  legal	  organizations	  and	  processes	  necessary	  to	  protect	  it.	  Pieterse	  (2003)	  adds	  to	  the	  political	  and	  economic	  definition	  of	  globalization,	  noting	  that	  it	  is	  also	  “a	  subjective	  process	  unfolding	  in	  consciousness	  as	  the	  collective	  awareness	  of	  growing	  global	  interconnectedness,	  and	  a	  host	  of	  specific	  globalizing	  projects	  that	  seek	  to	  shape	  global	  conditions”	  (16-­‐17).	  	  As	  Daniel	  Mato	  (1998)	  notes,	  there	  are	  three	  key	  characteristics	  of	  contemporary	  globalization:	  (1)	  the	  development	  of	  a	  worldwide	  consciousness	  of	  globalization,	  (2)	  the	  historical	  circumstances—that	  these	  interconnections	  have	  “acquired	  a	  nearly	  worldwide	  scope,”	  and	  (3)	  the	  development	  of	  international	  and	  transnational	  organizations	  whose	  purpose	  is	  to	  link	  the	  globe	  (603-­‐604).	  	  The	  current	  processes	  of	  globalization	  encourage	  and	  necessitate	  contact,	  and	  there	  are	  resulting	  ramifications	  in	  terms	  of	  the	  reification	  of	  national,	  racial,	  ethnic,	  and	  regional	  identities.	  Dissanayake	  argues:	  	  Identities	   are	   linked	   to	   dislocations	   and	   relocations,	   attachments	   and	  detachments,	   fixities	  and	  volatilities.	  To	  map	  the	  full	   force	  and	  complexities	  associated	  with	  these	  diverse	  identities,	  we	  need	  to	  situate	  them	  within	  the	  discursive	   space	   of	   the	   nation-­‐state	   and	   inquire	   into	   their	   nature	   and	  significance	  in	  relation	  to	  globalization	  and	  the	  experience	  of	  culture	  (2006,	  45).	  	  Along	  similar	  lines,	  McCarthy	  et	  al.	  (2007)	  note	  the	  current	  political	  climate	  as	  marked	  by	  “the	  process	  of	  the	  ‘re-­‐	  feudalization”	  of	  the	  public	  sphere	  identified	  by	  Jurgen	  Habermas	  (1992)	  and	  “that	  the	  private	  sphere,	  like	  the	  public	  sphere,	  is	  now	  more	  deeply	  invaded	  by	  system	  imperatives,	  national	  security	  concerns,	  and	  rabid	  and	  unfettered	  commercialism	  than	  ever	  before	  in	  human	  history”	  (xix).	  Battles	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  over	  scarce	  resources	  and	  control	  over	  images	  comprise	  much	  of	  the	  underlying	  tensions	  behind	  the	  xenophobia	  and	  fundamentalism	  that	  have	  been	  strengthening	  in	  the	  past	  decades	  (McCarthy	  et	  al,	  2007).	  Gilroy	  (2004)	  draws	  our	  attention	  to	  the	  effects	  of	  decolonialization,	  “which	  provides	  another	  neglected	  strand	  in	  the	  unfolding	  of	  political	  antagonisms	  on	  a	  global	  scale”	  (36);	  and	  argues	  that	  “contemporary	  postmodern	  nationalism”	  centers	  on	  the	  recovery	  of	  a	  country’s	  “‘long	  vanished	  homogeneity’	  and	  ordering	  the	  chaos	  and	  strangeness	  of	  the	  post	  colonial	  world”	  (95).	  Paradoxically,	  it	  is	  the	  project	  of	  globalization—the	  “interconnections…	  of	  ideas,	  symbols,	  and	  commodities”,	  as	  well	  as	  “the	  permanent	  relationships	  among	  social	  agents”	  (Mato,	  1998;	  603-­‐604)	  that	  have	  enabled	  globalization	  that	  also	  give	  rise	  to	  the	  primordial	  nationalism	  (Appadurai,	  1996)	  evidenced	  today.	  Heritage	  foodstuffs	  negotiate	  these	  tensions—between	  the	  hybridity	  of	  global	  multi-­‐culture	  and	  primordial	  nativism—through	  their	  reliance	  on	  claims	  to	  authenticity	  and	  tradition.	  In	  situ,	  they	  recall	  a	  nostalgic	  past,	  as	  transnational	  commodities,	  the	  linkage	  to	  terroir	  and	  artisanal	  quality.	  	  
	  
NEOLIBERALISM	  AND	  CONSUMPTION	  	  
	   As	  an	  embodied	  practice,	  the	  consumption	  of	  food	  is	  intertwined	  with	  the	  expression	  and	  performance	  of	  identity	  on	  both	  a	  personal	  and	  community	  level.	  Shifts	  in	  social	  and	  political	  relationships	  affect	  the	  ways	  in	  which	  we	  envision	  the	  production	  and	  performance	  of	  the	  self	  and	  community.	  This	  current	  iteration	  of	  globalization	  is	  marked	  by	  the	  political	  and	  economic	  arrangements	  described	  as	  “neoliberalism”—an	  ideological	  stance	  that	  advocates	  the	  privatization	  of	  public	  property	  and	  services,	  the	  strength	  of	  the	  free	  market,	  free	  trade,	  and	  a	  minimum	  of	  
	   	   	  	   11	  state	  intervention.	  Harvey	  identifies	  “the	  corporatization,	  commodification,	  and	  privatization	  of	  hitherto	  public	  assets	  [as]	  a	  signal	  feature	  of	  the	  neoliberal	  project”	  (2005,	  160).	  Neoliberalism	  is	  so	  entwined	  with	  globalization	  that	  they	  often	  are	  written	  off	  together,	  as	  “neoliberal	  globalization.”	  Ultimately	  neoliberalism	  has	  become	  so	  pervasive	  as	  to	  extend	  its	  logics	  into	  our	  daily	  patterns	  of	  thinking	  and	  being	  in	  the	  world	  (Miller	  2007;	  Ouellette	  and	  Hay,	  2008).	  The	  result	  of	  this	  has	  been	  to	  ensure	  competition	  among	  locations	  and	  individuals,	  as	  they	  try	  to	  “engineer	  conditions	  attractive	  to	  mobile	  capital”	  (Massey	  2007,	  84).	  	  The	  pressures	  under	  the	  historical	  present	  to	  generate	  desirable	  identities,	  whether	  performed	  through	  commodities,	  locations,	  or	  bodies	  has	  increased	  and	  extended	  the	  neoliberal	  project	  beyond	  economies	  and	  treaties	  between	  nation-­‐states,	  and	  reaches	  to	  localities.	  Beyond	  a	  purely	  economic	  doctrine,	  neoliberalism	  “extends[s]	  and	  disseminate[s]	  market	  values	  to	  all	  institutions	  and	  social	  action,	  even	  as	  the	  market	  itself	  remains	  a	  distinctive	  player”	  (Brown	  2003,	  paragraph	  7;	  italics	  in	  original).	  In	  turn,	  our	  analysis	  focuses	  on	  the	  “interarticulation	  of	  consumption	  and	  identity	  formation	  as	  caught	  up	  within	  the	  movements	  of	  people,	  goods	  and	  ideas	  across	  national	  boundaries”(Grewal,	  2005,	  28;	  in	  Hesford,	  60).	  Neoliberalism,	  as	  McCarthy	  and	  Teasley	  (2008)	  note,	  has	  extended	  to	  affect	  popular	  culture,	  identity,	  and	  state/public	  policy.	  These	  are,	  as	  he	  argues,	  “the	  critical	  fault	  lines	  through	  which	  the	  transformations	  and	  reconfigurations	  concerning	  race	  relations	  in	  the	  new	  century	  are	  being	  expressed	  (329).	  Galicia	  has	  not	  been	  immune	  to	  these	  developments,	  and	  it	  is	  the	  lived	  experience	  of	  these	  tensions	  that	  my	  research	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  seeks	  to	  illustrate—the	  reinforcement	  of	  local	  identity	  that	  is	  developed	  and	  articulated	  to	  a	  global	  and	  increasingly	  privatized	  marketplace.	  During	  the	  past	  thirty	  years,	  as	  Don	  Slater	  (1999)	  documents	  in	  his	  book	  
Consumer	  Culture	  and	  Modernity,	  social	  theory	  has	  been	  grappling	  with	  how	  to	  maintain	  communal	  bonds	  in	  modern	  liberal	  society.	  In	  contemporary	  society,	  consumer	  culture	  increasingly	  places	  those	  bonds	  solely	  within	  the	  purview	  of	  commodity	  culture:	  	  We	  can	  add	  a	  fifth	  theme	  [to	  modernity],	  commercialization	  itself.	  The	  modern	  dynamic	  of	  pluralization	  is	  intensified	  by	  subordinating	  culture	  to	  economic	  ends.	  On	  the	  one	  hand,	  consumption	  is	  regulated	  by	  purchasing	  power	  rather	  than	  socio-­‐cultural	  rights	  and	  privileges,	  thus	  allowing	  a	  great	  fluidity	  in	  the	  use	  of	  goods	  construct	  identities	  and	  lifestyles;	  on	  the	  other	  hand,	  cultural	  values	  and	  meanings	  are	  ever	  renewable	  resources	  for	  economic	  competition	  as	  advertising	  indicates	  every	  day	  (84).	  	  	  The	  economic	  and	  political	  rearrangements	  that	  have	  occurred	  as	  a	  result	  of	  the	  neoliberal	  agenda	  extend	  beyond	  arrangements	  at	  the	  level	  of	  state	  and	  transnational	  corporations,	  into	  the	  “commodification	  of	  nearly	  everything”	  (Harvey	  2005,	  165).	  In	  a	  world	  where	  we	  have	  no	  choice	  but	  to	  buy	  our	  identities,	  commodities	  and	  consumption	  become	  central	  to	  understanding	  social	  and	  cultural	  arrangements.	  Capital	  has	  been	  able	  to	  override	  the	  sovereignty	  of	  the	  nation-­‐state,	  and	  go	  “glocal.”	  As	  Toby	  Miller	  observes,	  slight	  nods	  to	  local	  taste	  and	  tradition	  allow	  transnational	  companies	  to	  pass	  for	  neighbors.	  	  “Culture	  is	  simultaneously	  the	  key	  to	  international	  textual	  trade	  and	  one	  of	  its	  limiting	  factors.	  Ethics,	  affect,	  custom,	  and	  other	  forms	  of	  knowledge	  both	  enable	  commodification	  and	  restrict	  it	  (Frow	  1992,	  18-­‐20)…	  This	  can	  be	  read	  as	  an	  indication	  of	  the	  paradigmatic	  nature	  of	  the	  national	  in	  an	  era	  of	  global	  companies	  or	  as	  the	  requirement	  to	  reference	  the	  local	  in	  a	  form	  that	  is	  obliged	  to	  do	  something	  with	  cultural-­‐economic	  meeting	  grounds”	  (Miller	  1999,	  37).	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  The	  manner	  in	  which	  marketing	  and	  advertising	  have	  coalesced	  with	  commodity	  culture	  to	  provide	  a	  lifestyle	  for	  sale,	  produced	  by	  and	  sold	  to	  racially	  or	  ethnically	  marked	  populations	  has	  been	  greatly	  accelerated	  over	  that	  past	  decades.	  The	  desire	  for	  representation	  is	  a	  double-­‐edged	  sword,	  as	  recognition	  as	  a	  market	  has	  “both	  enabled	  and	  been	  enabled	  by	  the	  hyphenated	  political-­‐economic	  actions”	  of	  ethnic	  and	  racial	  groups,	  who	  are	  “simultaneously	  interest	  groups	  and	  customers”	  (Miller	  2007,	  9).	  Participation	  and	  voice	  are	  registered	  as	  economic	  power—to	  engage	  in	  boycotts	  and	  buycotts,	  to	  consume.	  Here	  is	  the	  second	  moment	  when	  subaltern	  speech	  is	  impeded:	  if	  the	  subaltern	  cannot	  consume,	  how	  can	  they	  register	  in	  consumer	  commodity	  culture?	  Their	  ability	  or	  inability	  to	  participate	  in	  consumer	  activism	  is	  the	  equivalent	  to	  muteness—we	  register	  our	  votes	  by	  dollars	  spent	  in	  consumer	  consumption.	  The	  existence	  of	  a	  marketing	  strategy	  targeted	  at	  a	  group	  indicates	  population	  and	  economic	  power,	  but	  equality	  does	  not	  follow.	  Miller	  points	  out	  that	  the	  struggle	  over	  the	  economic	  and	  political	  terrain	  of	  presence	  (representation)	  is	  contemporary:	  	  It	  seems	  to	  me	  that	  the	  neoliberal	  Right	  is	  winning	  struggles	  enacted	  over	  culture,	  sometimes	  in	  concert	  with	  the	  cultural	  studies	  Left—when	  valorizing	  difference	  as	  a	  marketing	  concept;	  and	  sometimes	  in	  concert	  with	  the	  reactionary	  Right—when	  making	  nationalism	  into	  a	  cultural	  and	  commercial	  norm	  (11).	  	  	  In	  the	  contemporary	  phase	  of	  globalization,	  new	  markets	  must	  be	  forged,	  consumer	  citizens	  created,	  brought	  into	  the	  fold.	  The	  fickle	  nature	  of	  hegemony	  and	  the	  limits	  of	  subaltern	  subjectivity	  are	  evident	  in	  the	  US	  government	  administrations’	  treatment	  of	  race	  and	  racial	  policies:	  “that	  superficial	  assimilation	  through	  consumerism	  and	  tokenism	  can	  be	  lauded	  as	  a	  sign	  of	  the	  mainstream’s	  
	   	   	  	   14	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  while	  the	  fundamental	  changes	  needed	  to	  bring	  our	  a	  more	  profound	  form	  of	  equity	  are	  thwarted	  at	  every	  turn”	  (Fusco,	  30).	  Dollars	  may	  be	  neutral,	  but	  the	  marking	  and	  marketing	  of	  difference	  maintain	  the	  power	  dynamics	  of	  their	  origin.	  	  
FOOD,	  IDENTITY	  AND	  MEANING	  Food,	  foodways,	  and	  cuisine	  provide	  potent	  examples	  of	  how	  symbols	  construct	  knowledge	  and	  meaning.	  Food	  is	  communicative,	  always	  already	  layered	  with	  political,	  social,	  economic	  and	  ethnic	  meanings.	  Marianne	  Lien	  and	  Helen	  Nerlich	  (2004)	  argue	  “as	  food	  and	  eating	  are	  routinized	  on	  an	  everyday	  basis,	  food	  becomes	  a	  convenient	  medium	  for	  the	  expression	  of	  social	  and	  ceremonial	  distinctions,	  and	  for	  naturalizing	  relations	  of	  community	  and	  identity”	  (6).	  Further,	  food	  “essentially	  dissolves	  most	  preconceived	  notions	  distinctions	  between	  nature	  and	  culture,	  production	  and	  consumption,	  morals	  and	  markets,	  family	  and	  society,	  the	  individual	  and	  the	  collective,	  body	  and	  mind”	  (9).	  In	  the	  introduction	  to	  
Remembrance	  of	  Repasts,	  David	  E.	  Sutton	  (2001)	  reminds	  us	  “food	  can	  hide	  powerful	  meanings	  and	  structures	  under	  the	  cloak	  of	  the	  mundane	  and	  the	  quotidian”	  (3).	  	  	   Food	  is	  a	  site	  where	  cultural	  differences	  are	  mapped	  out.	  Allison	  James	  (2005)	  describes	  how	  the	  concept	  of	  ‘foreign	  food’	  relies	  on	  the	  marking	  of	  difference	  for	  meaning,	  and	  ultimately	  how	  “food	  consumption	  practices	  provide	  confirmation	  of	  wider	  differences	  between	  cultural	  orders”	  (374).	  That	  said,	  work	  on	  foodways	  has	  shown	  that	  historically	  there	  has	  been	  a	  constant	  inter-­‐change	  between	  cultures	  in	  relation	  to	  food	  consumption,	  disrupting	  any	  notion	  of	  “authentic	  food	  practices”	  (Goody,	  1982).	  Keeping	  this	  in	  mind,	  we	  must	  conclude	  
	   	   	  	   15	  that,	  “the	  abundant	  referencing	  of	  identity	  through	  food	  consumption	  practices	  contains	  excluding,	  and	  often	  contradictory,	  statements	  about	  cultural	  identity”	  (James,	  375).	  	  Michael	  Owen	  Jones	  sees	  these	  identities	  not	  so	  much	  as	  contradictory,	  but	  as	  multiple	  and	  fluid:	  “Food	  choice	  and	  meanings	  are	  influenced	  by	  numerous	  factors,	  including	  culture…while	  ethnic	  identity	  often	  has	  a	  bearing	  on	  symbols	  and	  consumption	  patterns,	  it	  exists	  in	  conjunction	  with	  other	  identities,	  some	  of	  which	  predominate	  in	  one	  or	  another	  context”	  (162).	  So	  while	  food	  choices	  always	  articulate	  an	  identity,	  this	  must	  be	  contextualized	  to	  decipher	  what	  precisely	  is	  being	  articulated.	  	  Richard	  Wilk	  (1999)	  asks	  how	  we	  might	  understand	  identity	  through	  food.	  Acknowledging	  that	  food	  “is	  a	  particularly	  potent	  symbol	  of	  personal	  and	  group	  identity”	  he	  notes	  that	  we	  don’t	  yet	  understand	  “how	  such	  a	  stable	  pillar	  of	  identity	  can	  also	  be	  so	  fluid	  and	  changeable,	  how	  the	  seemingly	  insurmountable	  boundaries	  between	  each	  group’s	  unique	  dietary	  practices	  and	  habits	  can	  be	  maintained,	  while	  diets,	  recipes,	  and	  cuisines	  are	  in	  a	  constant	  state	  of	  flux”	  (244).	  His	  case	  study	  of	  Belize	  finds	  that	  “taste	  and	  preferences	  are…always	  polysemic	  in	  Belize;	  there	  is	  no	  overwhelming	  order	  imposed	  by	  a	  strict	  hierarchy	  of	  capital”	  (253).	  Due	  in	  part	  to	  transnational	  migration,	  	  “the	  paradoxical	  result	  is	  that	  in	  an	  increasingly	  open,	  global	  society	  like	  Belize,	  taste	  and	  preferences	  are	  now	  more	  deeply	  localized	  than	  ever	  before.	  Local	  knowledge	  of	  history,	  people,	  personalities,	  and	  politics	  determine	  taste,	  much	  more	  than	  they	  ever	  did	  under	  the	  protective	  boundaries	  of	  the	  British	  Empire”	  (253).	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  This	  return	  to	  the	  local	  is	  further	  complicated	  by	  the	  fact	  that	  food	  has	  always	  been	  transnational,	  thus	  the	  “local”	  is	  always	  constructed.	  Wilk	  points	  out	  that	  both	  British	  and	  Mexican	  foodstuffs	  have	  a	  place	  in	  Belizean	  cuisine.	  	  Even	  the	  tomato,	  so	  associated	  with	  Italian	  cuisine,	  is	  an	  import,	  brought	  over	  from	  the	  new	  world.	  In	  the	  popular	  press	  book	  The	  United	  States	  of	  Arugula	  (Kamp	  2006),	  the	  case	  is	  made	  that	  both	  the	  tomato	  and	  garlic	  had	  to	  undergo	  their	  own	  crossovers	  into	  Anglo	  acceptance.	  That	  this	  occurs	  as	  Italians	  enter	  into	  whiteness	  has	  implications	  for	  the	  possibilities	  of	  studying	  food	  in	  terms	  of	  crossover.	  This	  is	  especially	  interesting	  considering	  Dávila’s	  recent	  book	  (2008)	  suggesting	  that	  Latina/os	  are	  entering	  whiteness	  through	  their	  construction	  as	  loyal	  consumers	  and	  therefore	  docile	  citizens,	  capable	  of	  assimilating	  to	  the	  American	  project.	  	  Of	  course,	  this	  brings	  us	  back	  to	  the	  remaining	  importance	  of	  the	  nation	  in	  any	  analysis	  of	  the	  transnational.	  Sidney	  Mintz	  (1996)	  notes	  that	  America	  has	  a	  hard	  time	  conceptualizing	  an	  American	  cuisine,	  noting	  that	  instead	  we	  talk	  about	  cuisines	  as	  ethnic	  or	  national.	  	  Thus	  it	  would	  seem	  that	  we	  discursively	  are	  already	  attuned	  to	  the	  presence	  of	  ethnic	  foods	  in	  our	  national	  palate.	  	  There	  is	  a	  mainstream	  food	  culture	  in	  any	  given	  locality—as	  immigrants’	  stories	  of	  having	  the	  “weird	  lunch”	  in	  grade	  school,	  or	  searching	  for	  their	  traditional	  ingredients	  in	  a	  new	  city	  attest	  to.	  The	  boundaries	  which	  ethnic	  foodstuffs	  must	  crossover—an	  on-­‐going	  process,	  a	  myth	  of	  discovery	  with	  every	  “new”	  flavor—sun-­‐dried	  tomatoes,	  wasabi,	  curry.	  There	  also	  is	  a	  similar	  “whitening”	  effect,	  such	  as	  the	  addition	  of	  Campbell’s	  tomato	  soup	  to	  chicken	  tikka,	  making	  it	  more	  palatable	  to	  a	  British	  eater,	  and	  a	  thousand	  other	  acquiescences	  to	  the	  hegemonic	  taste	  ideal,	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  either	  in	  the	  interest	  of	  acceptance	  or	  marketing.	  This	  brings	  into	  focus	  the	  power	  of	  representation	  in	  the	  “mainstream”	  and	  the	  workings	  of	  hegemony	  in	  securing	  the	  power	  dynamics	  of	  the	  body	  politic.	  The	  theoretical	  and	  methodological	  considerations	  of	  the	  scholarship	  on	  crossover	  can	  illuminate	  previously	  overlooked	  considerations	  involving	  food	  and	  foodways.	  	  The	  literature	  on	  crossover	  celebrities	  is	  useful	  in	  considering	  questions	  of	  ethnicity	  and	  assimilation	  into	  the	  mainstream,	  especially	  as	  it	  is	  attentive	  to	  the	  negotiations	  and	  cultural	  politics	  accompanying	  presence	  within	  the	  hegemonic	  culture.	  Thus	  a	  crossover	  perspective	  would	  eschew	  any	  facile	  view	  that	  our	  familiarity	  with	  ethic	  foodstuffs	  is	  a	  sign	  of	  multicultural	  acceptance.	  	  
FOOD	  AND	  MEDIA,	  FOOD	  AS	  MEDIA	  Although	  food	  and	  foodways	  have	  been	  studied	  within	  the	  disciplines	  of	  Anthropology	  and	  Sociology	  since	  the	  late	  19th	  century,	  there	  has	  recently	  been	  a	  “staggering	  increase	  in	  the	  scale	  of	  food	  literature—inside	  and	  outside	  anthropology”	  (Mintz	  and	  DuBois	  2002,	  111).	  But	  only	  recently	  have	  we	  begun	  to	  see	  a	  critical	  analysis	  of	  the	  representation	  of	  food	  in	  popular	  culture	  from	  a	  communications	  perspective.	  	  Shugart	  (2008)	  notes	  that	  the	  prominence	  of	  food	  in	  mainstream	  media	  has	  lead	  to	  the	  “food	  film”	  becoming	  a	  bona	  fide	  genre.	  Writing,	  “the	  consumption	  of	  otherness	  is	  a—if	  not	  the—hallmark	  of	  contemporary	  consuming	  practices”	  (86)	  she	  finds	  that	  food	  functions	  rhetorically	  to	  rationalize	  and	  reconcile	  the	  desire	  for	  the	  other	  that	  the	  films	  seek	  to	  satiate.	  	  In	  her	  study	  of	  the	  film	  Tortilla	  Soup,	  Lindenfeld	  (2007)	  argues	  that	  the	  film’s	  narrative	  reflects	  hegemony’s	  tendency	  of	  to	  market	  and	  consume	  ethnicity	  seen	  through	  the	  
	   	   	  	   18	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  of	  food	  culture.	  Thus,	  despite	  the	  film’s	  attempt	  to	  subvert	  homogenizing	  representations	  of	  Latinidad,	  the	  film	  ultimately	  privileges	  whiteness	  and	  contains	  ethnic	  “otherness.”	  She	  concludes,	  “representations	  of	  ethnic	  foodways	  provide	  an	  especially	  comfortable	  way	  to	  contain	  ‘otherness’”	  (315).	  	  Methodologically,	  these	  articles	  provide	  a	  textual	  analysis	  of	  how	  particular	  foodstuffs	  function	  rhetorically	  within	  films.	  	  Theoretically,	  they	  provide	  an	  important	  addition	  to	  our	  understanding	  of	  the	  workings	  of	  hegemony	  within	  the	  context	  of	  food	  as	  a	  metaphor	  for	  race,	  ethnicity,	  and	  gender.	  Their	  work	  begins	  to	  deconstruct	  the	  metonymic	  functions	  of	  food	  as	  presented	  in	  media	  texts.	  This	  is	  evidenced	  both	  in	  the	  increased	  presence	  of	  food	  in	  the	  media—whether	  in	  the	  narrative	  of	  film	  and	  television	  shows,	  or	  the	  subject	  of	  shows	  (i.e.	  The	  Food	  
Network)	  or	  through	  celebrity	  chefs	  and	  the	  commodity	  culture	  they	  represent.	  These	  cultural	  texts	  challenge	  and	  set	  the	  limits	  of	  our	  acceptance,	  and	  provide	  an	  example	  of	  the	  food	  as	  a	  means	  of	  ‘othering.’	  The	  limits	  of	  culinary	  multi-­‐culturalism	  are	  exposed	  through	  the	  orientalizing	  gaze	  of	  television	  shows	  such	  as	  Bizarre	  
Foods,	  and	  No	  Reservations,	  which	  find	  the	  intrepid	  host	  scouring	  the	  globe	  (and	  occasionally	  places	  as	  “local”	  as	  New	  York	  city	  or	  Minneapolis)	  looking	  to	  “go	  native”	  at	  the	  dinner	  table.	  The	  voyeuristic	  gaze	  of	  the	  camera	  sets	  up	  the	  spectator	  for	  the	  “gross-­‐out”	  shot	  of	  the	  host	  eating	  grasshoppers,	  brain,	  or	  fermented	  shark.	  Claude	  Lévi-­‐Strauss	  (1966)	  famously	  claimed	  that	  food	  is	  not	  only	  ‘good	  to	  eat’	  but	  also	  ‘good	  to	  think’	  (89),	  meaning	  that	  food	  is	  discursively	  mediated.	  He	  also	  noted	  that	  food	  is	  a	  medium—the	  act	  of	  cooking	  mediates,	  communicates	  between	  the	  cook	  and	  the	  eater.	  The	  study	  of	  crossover,	  as	  it	  seeks	  to	  illuminate	  questions	  of	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  mainstream	  acceptance	  and	  orientation	  towards	  a	  previously	  foreign	  commodity,	  focuses	  on	  the	  discourses	  surrounding	  the	  commodity	  image	  in	  the	  marketplace,	  and	  public	  sphere	  (which	  are	  becoming	  increasingly	  conflated).	  	  	  Mary	  Douglas	  (1984)	  writes	  that	  the	  role	  of	  ritual	  is	  to	  provide	  a	  unity	  of	  experience—to	  help	  reconcile	  the	  contradictory	  experiences	  encountered	  everyday	  (3).	  	  The	  recurring	  coffee	  shop	  scenes	  on	  Seinfeld	  can	  be	  seen	  in	  this	  light—it	  is	  where	  they	  go	  to	  re-­‐group,	  get	  together,	  and	  discuss	  their	  lives.	  If	  a	  bowl	  of	  salsa	  had	  made	  an	  appearance	  on	  their	  table,	  with	  the	  other	  condiments,	  it	  may	  have	  warranted	  discussion,	  but	  would	  have	  most	  likely	  been	  folded	  into	  their	  routine,	  their	  ritual	  experience	  at	  the	  coffee	  shop.	  This	  begs	  the	  question—which	  is	  more	  important,	  the	  food	  being	  consumed?	  Or	  the	  ritual	  of	  consumption?	  Sidney	  Mintz	  writes,	  "For	  many	  people,	  eating	  particular	  foods	  serves	  not	  only	  as	  a	  fulfilling	  experience,	  but	  also	  a	  liberating	  one-­‐-­‐an	  added	  way	  of	  making	  some	  kind	  of	  a	  declaration.	  Consumption,	  then,	  is	  at	  the	  same	  time	  a	  form	  of	  self-­‐identification	  and	  of	  communication"	  (1996,	  13).	  	  We	  are	  what	  we	  eat.	  Food	  communicates,	  even	  before	  it	  becomes	  a	  stand-­‐in	  for	  race	  and	  ethnicity	  in	  political	  debates	  and	  popular	  film.	  	  
Of	  Urban	  Farming	  and	  Bacon:	  Cultural	  Studies	  at	  the	  Fin	  de	  Siècle	  To	  live	  in	  the	  United	  States	  today,	  is	  to	  experience	  the	  feeling	  of	  the	  fin	  de	  
siècle,	  the	  palatable	  waning	  of	  empire.	  Four	  decades	  of	  neoliberal	  capitalism	  and	  theoconservative	  fundamentalism	  (Denzin	  and	  Giardina,	  2009;	  12)	  have	  ravaged	  the	  United	  States.	  Perpetual	  wars	  in	  Afghanistan	  and	  Iraq,	  financial	  crises,	  and	  record	  unemployment	  rates	  have	  lead	  to	  a	  vitriolic	  political	  culture,	  marked	  by	  racist	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  demonstrations,	  expanded	  class	  inequality,	  a	  diminished	  normative	  public	  sphere,	  and	  the	  increased	  privitization	  and	  commodification	  of	  previously	  public	  spaces.	  	  Culturally,	  this	  takes	  many	  forms,	  but	  those	  on	  both	  the	  right	  and	  left	  of	  the	  political	  spectrum	  have	  invested	  themselves	  in	  a	  recuperation	  of	  “authentic”	  American	  folk	  culture.	  Aesthetically,	  country-­‐billy	  has	  met	  upwardly	  mobile	  as	  ruffles,	  straw	  hats,	  large	  belt	  buckles	  and	  gingham	  prints	  have	  traveled	  to	  storefronts	  targeted	  at	  the	  upper-­‐middle	  class,	  as	  Urban	  Outfitters	  and	  Anthropologie.	  Politically,	  the	  right	  celebrates	  the	  folksiness	  of	  Sarah	  Palin,	  and	  the	  left	  has	  invested	  itself	  in	  conservation	  projects	  such	  as	  urban	  farming,	  veganism,	  and	  locavores.	  	  Outside	  of	  the	  realm	  of	  fashion,	  the	  United	  States’	  culinary	  palate	  has	  been	  the	  most	  affected	  by	  this	  recent	  convergence	  of	  nostalgia	  and	  kitsch.	  Moving	  away	  from	  the	  fusion	  cuisine	  of	  the	  1990s,	  which	  promised	  the	  world	  on	  a	  plate,	  chefs	  and	  food’s	  cultural	  authorities	  seem	  focused	  on	  bringing	  us	  back	  to	  a	  depression	  diet.	  From	  Guy	  Fieri	  on	  the	  Food	  Network	  reminding	  us	  the	  “fat	  is	  flavor”	  to	  the	  abundance	  of	  macaroni	  and	  cheese	  served	  at	  upscale	  restaurants;	  foodstuffs	  which	  had	  previously	  been	  eschewed,	  such	  as	  bacon,	  have	  gained	  a	  cultural	  currency	  and	  prominence	  perhaps	  never	  before	  enjoyed.	  The	  United	  States	  is	  not	  alone	  in	  this	  predicament.	  An	  analogous	  project	  has	  been	  underway	  in	  Western	  Europe.	  There,	  battles	  over	  food	  labeling	  emerge	  in	  the	  popular	  press	  as	  well	  as	  in	  official	  bodies	  as	  a	  site	  for	  negotiating	  historical	  territories	  and	  articulations	  over	  national	  pride	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  grapple	  with	  the	  formation	  of	  the	  both	  supranational	  state	  and	  transnational	  markets.	  	  Discourses	  of	  globalization	  in	  1990s	  were	  marked	  by	  fears	  of	  the	  “McDonaldization”	  of	  society.	  Barber	  (1995/2003)	  argued	  that	  we	  are	  “caught	  between	  what	  William	  Butler	  Yeats	  called	  the	  two	  eternities	  of	  race	  and	  soul:	  that	  of	  race	  reflecting	  the	  tribal	  past,	  that	  of	  the	  soul	  anticipating	  the	  cosmopolitan	  future”	  (4).	  McWorld	  referred	  to	  the	  triumph	  of	  global	  corporations,	  invoked	  as	  distinctly	  American,	  the	  result	  of	  their	  presence	  being	  commonality:	  “McWorld	  is	  a	  product	  of	  popular	  culture	  driven	  by	  expansionist	  commerce.	  Its	  template	  is	  American,	  its	  form	  style…it	  is	  about	  culture	  as	  commodity,	  apparel	  as	  ideology”	  (17).	  In	  McWorld,	  we	  all	  will	  be	  reduced	  to	  consumers,	  differences	  flattened	  underneath	  the	  steamroller	  of	  global	  capital.	  The	  fear	  of	  McWorld	  then,	  is	  that	  of	  always	  having	  to	  eat	  at	  McDonalds—a	  world	  with	  no	  escape	  from	  the	  industrial	  foodstuff.	  It	  is	  important	  to	  note	  that	  McDonald's	  became	  the	  target	  of	  the	  anti-­‐globalization	  movement,	  its	  expansion	  into	  other	  world	  markets	  seen	  as	  the	  most	  egregious	  example	  of	  globalization.	  It	  isn’t	  the	  fear	  of	  IKEA	  taking	  over—that	  we	  all	  would	  have	  the	  same	  furniture.	  The	  fear	  that	  we	  all	  would	  eat	  the	  same	  thing	  is	  what	  was	  invoked—food	  is	  so	  central	  to	  our	  classificatory	  schemas,	  one	  wonders	  if	  it	  was	  an	  interest	  in	  preserving	  differences	  and	  resisting	  the	  increasing	  power	  of	  transnational	  capital,	  or	  xenophobia—a	  fear	  that	  the	  United	  States	  could	  no	  longer	  differentiate	  itself	  from	  the	  Other—motivating	  the	  panic	  around	  the	  McDonaldization	  of	  society.	  	  	  At	  the	  same	  time,	  we	  saw	  the	  seemingly	  contradictory	  emergence	  of	  fusion	  cuisine.	  “Fusion	  Cuisine:	  Globalization	  You	  Can	  Taste!”	  is	  what	  one	  sticker	  I’ve	  seen	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  announces,	  and	  they	  may	  have	  been	  right.	  It	  certainly	  seemed	  as	  if	  ginger,	  cilantro,	  lemongrass,	  and	  mango	  were	  suddenly	  available	  everywhere.	  Restaurants	  in	  cosmopolitan	  cities	  began	  to	  serve	  dishes	  mixing	  “ethnic”	  ingredients	  with	  traditional	  foodstuffs—wasabi-­‐mango	  vinaigrettes	  and	  what	  not.	  The	  inevitable	  backlash	  arose.	  From	  an	  eating	  perspective,	  in	  some	  cases	  Octavio	  Paz’	  observation	  that	  “The	  melting	  pot	  is	  a	  social	  ideal	  that,	  when	  applied	  to	  culinary	  art,	  produces	  abominations”	  may	  have	  been	  all	  too	  correct—especially	  when	  one	  considers	  the	  manner	  in	  which	  this	  culinary	  mixing	  was	  celebrated	  as	  being	  representative	  of	  social	  and	  political	  openness.	  The	  backlash	  against	  the	  prominence	  of	  ethnic	  foodstuffs	  clearly	  smacked	  of	  xenophobia.	  Probyn	  (2000)	  writes:	  	  The	  battle	  against	  fusion	  is	  not	  as	  harmless	  as	  a	  quarrel	  amongst	  chefs	  and	  foodies	  might	  appear.	  In	  France,	  for	  instance,	  the	  tirade	  against	  anything	  not	  'traditionally	  French'	  supported	  Jean-­‐Marie	  Le	  Pen's	  racist	  campaign	  to	  defend	  the	  superiority	  of	  the	  French	  model	  of	  civilization	  over	  'that	  of	  those	  tribes	  which	  are	  trying	  to	  colonize	  us.'	  (Ripe	  1999,	  80	  in	  Probyn,	  25).	  	  	  And	  for	  those	  who	  would	  still	  celebrate	  fusion	  as	  a	  sign	  of	  increased	  acceptance	  and	  racial	  and	  ethnic	  harmony,	  Donna	  Gabaccia	  is	  quick	  to	  point	  out:	  	  The	  Cherokees	  did	  not	  adopt	  pork	  in	  order	  to	  become	  English,	  nor	  drink	  rum	  because	  they	  wanted	  closer	  ties	  to	  them.	  More	  often,	  drinking	  rum	  or	  eating	  corn	  reflected	  rather	  than	  motivated	  already-­‐existing	  connections	  among	  groups…Food	  was	  not	  so	  much	  a	  common	  ground	  on	  which	  people	  declared	  themselves	  alike;	  rather,	  it	  provided	  a	  visceral	  record	  of	  a	  shared	  history	  of	  meeting	  and	  interaction	  across	  cultural	  and	  social	  boundaries.	  (34)	  	  The	  adoption	  and	  adaptation	  of	  foodstuffs	  in	  the	  US’	  colonial	  era	  then	  was	  a	  practical	  choice,	  one	  marked	  by	  culinary	  openness,	  and	  although	  the	  era	  was	  one	  of	  violent	  interethnic	  conflict,	  this	  was	  not	  represented	  in	  the	  symbolism	  of	  food	  and	  eating.	  Thus	  it	  seems	  clear	  that	  culinary	  acceptance,	  or	  at	  least	  acquiescence,	  is	  not	  necessarily	  a	  signifier	  of	  acceptance	  or	  understanding.	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  Such	  politics	  are	  global.	  The	  political	  power	  dynamics	  at	  play	  are	  manifest	  through	  the	  history	  of	  Indian	  food	  in	  Britain.	  In	  2001	  Robin	  Cook,	  the	  Foreign	  Secretary	  invoked	  chicken	  tikka	  masala	  as	  “a	  perfect	  illustration	  of	  the	  way	  Britain	  absorbs	  and	  adapts	  external	  influences”	  in	  a	  speech	  in	  support	  of	  immigration	  (Marshall,	  2001).	  Indeed,	  calling	  Indian	  food	  “Britain’s	  national	  cuisine,”	  as	  is	  often	  done,	  raises	  interesting	  issues	  about	  the	  connection	  between	  empire	  and	  food,	  immigration,	  nationalism	  and	  multi-­‐cultural	  societies.	  It	  is	  perhaps	  true,	  but	  the	  newfound	  British	  affection	  for	  curry	  comes	  after	  decades	  of	  curry	  as	  a	  trope	  for	  the	  British	  indigestion	  of	  immigration	  (Githire,	  2010).	  	  In	  his	  article,	  “‘Can	  I	  Tell	  You	  What	  We	  Have	  to	  Put	  Up	  With?’:	  Stinky	  Fish	  and	  Offensive	  Durian,”	  Alan	  Han	  (2007)	  tackles	  the	  representation	  of	  food	  in	  contemporary	  Australia	  and	  the	  surrounding	  political	  discourse	  of	  immigration	  and	  the	  changing	  Australian	  population.	  He	  finds	  that	  his	  experience	  of	  bringing	  the	  salted	  fish	  “harm	  yee”	  into	  Australia	  seemingly	  contradicts	  “the	  often	  celebrated	  statement	  that	  ‘multi-­‐cultural’	  food	  in	  Australia	  can	  forge	  connections	  between	  ‘ethnic’	  differences	  and	  that	  the	  proliferation	  of	  non-­‐Anglo	  foods	  is	  a	  positive	  aspect	  of	  Australia’s	  multi-­‐cultural	  policies”	  (361).	  He	  argues	  that	  “the	  consumption	  of	  food	  in	  Australia	  is	  the	  focus	  of	  a	  mediated	  discourse	  that	  constructs	  non-­‐white	  Others	  as	  raced	  and	  white	  people	  as	  non-­‐raced	  eaters”	  (374).	  Thus,	  any	  claims	  that	  fusion	  cuisine	  represents	  an	  escape	  from	  ascribed	  identities	  miss	  the	  mark.	  	  Writing	  about	  the	  explosion	  of	  discourse	  around	  food	  in	  mainstream	  culture,	  Elspeth	  Probyn	  (2000)	  notes,	  “Eating	  examples	  and	  metaphors	  are	  often	  used	  to	  cover	  over	  other	  nasty	  bits:	  the	  hearty	  enthusiasm	  for	  'foreign	  food'	  that	  is	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  supposed	  to	  hide	  the	  taste	  of	  racism”	  (2).	  Donna	  Gabaccia	  reminds	  us	  of	  the	  political	  importance	  of	  the	  crossover	  of	  foodstuffs	  in	  the	  United	  States:	  “To	  understand	  changing	  American	  identities,	  we	  must	  explore	  also	  the	  symbolic	  power	  of	  food	  to	  reflect	  cultural	  or	  social	  affinities	  in	  moments	  of	  change	  or	  transformation”	  (9).	  When	  one	  considers	  the	  virulent	  anti-­‐immigration	  and	  anti-­‐bilingualism	  debates	  occurring	  within	  the	  US	  government	  at	  local,	  state	  and	  federal	  levels	  at	  this	  time	  (which	  continue	  today),	  salsa’s	  outselling	  ketchup	  in	  1992	  to	  become	  the	  US’	  number	  one	  condiment	  signified	  much	  more	  than	  sales	  revenue.	  Salsa	  was	  used	  as	  an	  invocation	  of	  multiculturalism:	  “a	  blend	  of	  flavors	  whose	  components	  are	  clearly	  recognizable	  and	  appreciated	  for	  the	  contributions	  each	  make	  to	  the	  whole	  (Journal	  of	  the	  American	  Dietetic	  Association	  2001,	  396).	  Other	  discourses	  place	  ketchup	  as	  an	  all-­‐American	  product,	  obscuring	  its	  global	  origins-­‐-­‐in	  contrast	  to	  salsa.	  In	  these	  scenarios,	  salsa	  sets	  America’s	  taste	  buds	  “dancing	  to	  a	  salsa	  beat”	  while	  a	  “tidal	  wave	  of	  salsa	  threaten(s)”	  ketchup	  (SF	  Gate).	  These	  metaphors	  map	  onto	  common	  tropes	  of	  Latinidad,	  and	  resonate	  with	  anti-­‐immigration	  discourses	  (a	  threatening	  invasion;	  Latin	  America	  as	  a	  carnival).	  The	  commodification	  of	  ethnic	  food	  speaks	  to	  the	  problematic	  relationship	  between	  consumption	  and	  citizenship—products	  are	  welcome,	  but	  citizens	  are	  not.	  It	  is	  through	  the	  intertextual	  analysis	  of	  symbols	  and	  discourse	  that	  we	  can	  discern	  how	  food	  is	  invoked	  for	  its	  metonymic	  effects	  (Ceisel	  2012).	  	  	  If	  fusion	  cuisine	  was	  a	  cosmetic	  signifier	  of	  multiculturalism,	  what	  to	  make	  of	  this	  inversion	  of	  class	  signification	  at	  this	  moment	  of	  reactionary	  politics	  and	  global	  xenophobia?	  How	  do	  cultural	  researchers	  intervene	  in	  the	  neoliberal	  project	  at	  the	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HERITAGE	  AND	  AUTHENTICITY	  As	  a	  response	  to	  the	  perceived	  threats	  of	  globalization,	  citizens	  are	  reasserting	  regionalist	  and	  nationalist	  identities.	  Appadurai	  (1996)	  argues	  that	  this	  is	  the	  result	  of	  the	  “disjunctive	  and	  unstable	  interplay	  of	  commerce,	  media,	  national	  policies,	  and	  consumer	  fantasies”	  and	  the	  resultant	  focus	  on	  ethnicity	  and	  primodia	  is	  a	  global	  force—“slipping	  in	  a	  between	  borders”—and	  “turning	  locality	  into	  a	  staging	  ground	  for	  identity”	  (p.41).	  	  This	  staging	  ground	  takes	  the	  form	  of	  “authentic”	  and	  “heritage”	  products	  in	  terms	  of	  commodity	  culture.	  Lionel	  Trilling	  (1972)	  theorizes	  that	  the	  condition	  of	  modernity	  has	  pushed	  “authenticity”	  to	  the	  forefront	  of	  our	  social	  capital—we	  are	  unsure	  of	  who	  people	  are	  and	  where	  they	  are	  from,	  and	  so	  a	  great	  value	  is	  placed	  on	  being	  who	  one	  claims	  to	  be	  and	  knowing	  where	  something	  is	  from.	  As	  spaces	  of	  mass	  consumption	  have	  expanded	  to	  include	  greater	  spans	  of	  our	  space	  and	  time,	  we	  seek	  refuge	  from	  the	  uniformity	  of	  large-­‐scale	  mass	  production	  in	  objects	  and	  cultural	  artifacts	  that	  can	  be,	  likewise,	  be	  traced	  to	  an	  authentic	  origin.	  	  The	  notion	  of	  heritage	  thus	  “produces	  something	  new	  in	  the	  present	  that	  has	  recourse	  to	  the	  past”	  (Kirschenblatt-­‐Gimblett,	  1998;	  149).	  Conceptually	  this	  underscores	  the	  importance	  of	  the	  newness—the	  “processes	  of	  protection,	  of	  adding	  value,”	  speaks	  in	  and	  to	  the	  present,	  even	  if	  it	  does	  so	  in	  terms	  of	  the	  past”	  (150).	  To	  meet	  the	  demands	  of	  transnational	  capital,	  modernization	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  initiatives—such	  as	  the	  processes	  encouraged	  by	  government	  bodies	  and	  the	  local,	  state,	  and	  supra-­‐national	  levels	  to	  increase	  production	  in	  terms	  of	  “economic	  development”	  within	  a	  neoliberal	  framework	  (Harvey	  2005).	  	  The	  increased	  speed	  of	  the	  commodification	  process	  has	  brought	  about	  popular	  concern	  for	  seeking	  and	  maintaining	  the	  “authentic.”	  It	  is	  recent	  that	  foodways	  have	  been	  empirically	  included	  in	  these	  categories.	  UNESCO,	  starting	  in	  2008,	  included	  foodways	  in	  their	  classifications	  of	  “Intangible	  Cultural	  Heritage.”	  Similarly,	  consumers	  seeking	  to	  interrupt	  the	  abusive	  production	  cycles	  seek	  out	  “fair	  trade”	  products,	  or	  those	  with	  a	  “designation	  of	  origin”	  mark,	  an	  indication	  of	  quality.	  These	  efforts	  are	  noble,	  and	  ironically,	  commodifiable.	  When	  used	  in	  marketing	  and	  advertising,	  the	  idea	  of	  authenticity	  is	  an	  appeal	  to	  “consume	  the	  Other.”	  Marilyn	  Halter	  (2002)	  describes	  how	  a	  coffee	  table	  book	  “titled	  Ethnic	  Style:	  
From	  Mexico	  to	  the	  Mediterranean	  defines	  ethnic	  style	  as	  ‘a	  way	  of	  life	  that	  celebrates	  the	  moment,	  making	  much	  of	  nothing…In	  the	  end,	  ironically,	  the	  message	  is	  that	  ethnic	  is	  actually	  a	  universal	  phenomenon,	  one	  without	  borders”	  (180).	  Anybody	  with	  money	  is	  able	  to	  own	  “authentic”	  ethnicity.	  Thus,	  the	  search	  for	  the	  authentic	  re-­‐inscribes	  the	  imperial	  project.	  This	  troubles	  the	  very	  notion	  of	  a	  verifiable	  authentic.	  For	  the	  purposes	  of	  the	  commodity,	  this	  is	  unnecessary—its	  very	  verisimilitude	  is	  all	  that	  is	  needed.	  	  	  
Food	  as	  Expression,	  Commodity	  and	  Culture	  	  	   	  Food	  has	  always	  been	  central	  to	  trade,	  empire	  and	  the	  capitalist	  economy.	  However,	  the	  particularities	  of	  food—specifically,	  its	  embodiment—provide	  new	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  avenues	  and	  challenges	  for	  traditional	  understandings	  of	  the	  boundaries	  between	  self	  and	  other,	  identity	  formation,	  hegemony	  and	  resistance.	  	  As	  Jack	  Goody	  (1997)	  reminds	  us,	  the	  general	  context	  of	  colonialism	  led	  to	  the	  development	  of	  the	  British	  biscuit	  brands	  such	  as	  Carrs,	  Huntley,	  and	  Palmer’s,	  the	  production	  of	  which	  had	  been	  directed	  by	  the	  needs	  of	  travelers,	  explorers	  and	  the	  armed	  forces	  (340).	  Similarly,	  Jonathan	  Robins	  (2010)	  discusses	  food	  in	  British	  Nigeria,	  1900-­‐14,	  arguing	  “the	  study	  of	  the	  meal	  as	  social	  practice	  can	  reveal	  a	  great	  deal	  about	  the	  politics	  and	  economics	  of	  colonialism.”	  He	  writes,	  	  Imported	  goods	  provided	  an	  important	  cultural,	  rather	  than	  calorific,	  foundation	  for	  the	  meals	  that	  defined	  British	  status.	  Product	  endorsements	  in	  guidebooks	  and	  travel	  narratives	  supported	  a	  sizable	  niche	  market	  in	  preserved	  foods	  and	  specialty	  equipment	  in	  Britain	  (Tremearne,	  1910),	  and	  a	  range	  of	  technology	  from	  Sparklet	  bulbs	  to	  meat	  grinders	  assured	  worried	  Britons	  that	  their	  sojourn	  to	  the	  ‘White	  Man’s	  Grave’	  would	  be	  as	  safe	  and	  comfortable	  as	  possible	  (459).	  	  	  	  	  This	  citation	  also	  demonstrates	  the	  role	  that	  food	  marketing	  played	  in	  constructing	  an	  “imagined	  community”	  among	  British	  elites,	  in	  relation	  to	  their	  colonized	  subjects.	  	  Yes	  food	  also	  played	  a	  central	  role	  in	  resistance	  to	  imperialism.	  Robins	  reminds	  us	  that,	  “Nigerians	  used	  food	  to	  challenge	  British	  prestige,	  resisting	  material	  demands	  for	  food	  as	  well	  as	  the	  deference	  that	  supplying	  food	  implied”	  (461).	  More	  recent	  globalization	  processes	  led	  to	  further	  questions	  about	  the	  role	  of	  food	  in	  cultures	  globally,	  and	  provided	  new	  platforms	  for	  resistance.	  Concerns	  about	  the	  politics	  of	  both	  “McWorld”	  and	  fusion	  cuisine	  have	  led	  to	  the	  slow	  food	  and	  localvore	  movements,	  and	  the	  proliferation	  of	  farmer’s	  markets,	  organic	  consumption	  and	  veganism.	  Amory	  Starr’s	  (2010)	  article	  “Local	  Food:	  A	  Social	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  Movement?”	  documents	  social	  movements	  that	  contest	  the	  contemporary	  global	  economic	  order	  through	  the	  cultural	  politics	  of	  food.	  Starr	  uses	  consumption	  as	  both	  a	  political	  and	  social	  act.	  This	  challenges	  previous	  assertions	  of	  consumption	  belonging	  solely	  in	  the	  private	  sphere,	  reflecting	  the	  transformative	  potential	  of	  a	  politics	  of	  food	  based	  on	  its	  communal	  and	  embodied	  attributes.	  	  	  Combining	  several	  strains	  of	  analysis,	  Fabio	  Parasecoli’s	  article,	  “The	  Gender	  of	  Geographical	  Indications”	  (2010)	  assesses	  the	  potential	  for	  geographic	  indicators	  (GIs)	  to	  protect	  previously	  exploited	  countries	  and	  cultures.	  As	  global	  culture	  as	  sought	  an	  increasingly	  marketable	  authentic	  ethnicity,	  a	  value-­‐based	  labeling	  system	  has	  emerged.	  Protected	  by	  the	  World	  Trade	  Organization	  (WTO),	  geographic	  indicators	  primarily	  designate	  the	  place	  of	  origin	  of	  the	  product.	  From	  a	  marketing	  perspective,	  this	  provides	  added	  value	  by	  certifying	  the	  “authenticity”	  of	  commodities	  in	  the	  global	  marketplace.	  	  The	  certification	  process,	  like	  other	  hallmarks	  of	  neoliberal	  power,	  results	  in	  an	  uneven	  distribution	  of	  power.	  Acknowledging	  that	  women	  are	  often	  forgotten	  in	  economic	  analyses	  of	  globalization,	  Parasecoli	  documents	  that	  despite	  the	  continued	  practice	  of	  women	  preparing	  most	  food,	  they	  are	  erased	  from	  the	  products	  that	  have	  gained	  “commercially	  relevant	  status	  of	  GI”	  (469).	  While	  lamenting	  that	  the	  GI	  system	  as	  currently	  implemented	  “seems	  to	  favor	  a	  specific	  kind	  of	  producer—well	  educated,	  legally	  savvy	  and	  politically	  networked—all	  implicit	  white	  and	  masculine	  characteristics,	  while	  it	  sidelines	  minorities	  and	  often	  women	  who	  in	  some	  societies	  lack	  the	  political	  and	  economic	  capital	  to	  participate	  in	  profitable	  activities”	  (470),	  he	  continues	  to	  advocate	  for	  “more	  just	  forms	  of	  community-­‐based	  and	  quality-­‐
	   	   	  	   29	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  and	  food	  production,	  by	  taking	  advantage	  of	  international	  market	  exchanges	  and	  new	  trends	  in	  consumption”	  (476).	  	  	  
Ian	  Cook’s	  (2008)	  article	  Geographies	  of	  Food:	  mixing	  investigates	  bell	  hooks’	  “eating	  the	  Other”	  metaphor,	  which	  is	  cited	  more	  often	  than	  not	  in	  the	  food	  studies	  literature.	  He	  emphatically	  makes	  the	  point	  that	  for	  hooks,	  the	  other-­‐eating	  is	  metaphorical,	  and	  based	  in	  commodification.	  When	  hooks	  writes:	  	  
‘The	  commodification	  of	  difference	  promotes	  paradigms	  of	  consumption	  wherein	  whatever	  difference	  the	  Other	  inhabits	  is	  eradicated,	  via	  exchange,	  by	  a	  consumer	  cannibalism	  that	  not	  only	  displaces	  the	  Other,	  but	  denies	  the	  significance	  of	  that	  Other’s	  history	  through	  a	  process	  of	  decontextualization’	  (p.31)	  (in	  Cook,	  822),	  	  she	  is	  referring	  to	  the	  commodity	  fetishism	  of	  the	  marketplace.	  Food	  cultures,	  as	  Cook	  notes	  also	  appear	  decontextualized—“here,	  essentialized	  versions	  of	  [culinary]	  culture	  that	  might	  be	  criticized	  by	  mainstream	  critics	  can	  be	  seen	  as	  
created	  [and	  policed]	  by	  mainstream	  consumers,	  retailers,	  food	  writers,	  etc.”	  (p.	  823).	  In	  order	  to	  appeal	  to	  mass	  audiences,	  changes	  are	  made	  in	  favor	  or	  broad	  appeal.	  	  As	  essentializing	  and	  objectifying	  as	  these	  processes	  and	  discourses	  are,	  food	  also	  offers	  a	  way	  to	  bridge	  these	  gaps.	  Despite	  the	  festishization	  of	  the	  commodities	  in	  the	  marketplace,	  the	  long	  history	  of	  globalization	  troubles	  any	  claims	  to	  authenticity	  and	  a	  clear	  “heritage,”	  and	  instead	  highlights	  our	  interconnectedness.	  Cook	  notes	  “calls	  to	  ‘counter-­‐decontextualize’	  are,	  in	  part,	  call	  to	  ‘de-­‐fetishize’	  these	  commodifications	  of	  cultural	  difference”	  (825).	  Likewise,	  I	  want	  to	  investigate	  the	  spatial	  relationships	  constructed	  through	  our	  current	  construction	  of	  foodways,	  as	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  they	  often	  produce	  narratives	  that	  obscure	  the	  historically	  hybrid	  and	  transnational	  nature	  of	  food—the	  potato	  is	  from	  the	  ‘new	  world’	  which	  was	  old	  to	  someone	  else.	  	  	   The	  foods	  we	  eat	  are	  recollections	  of	  our	  hybridity,	  and	  our	  subjectivity.	  They	  recall	  the	  journeys	  of	  our	  ancestors—the	  border	  and	  boundary	  crossing,	  such	  as	  the	  slave	  ships	  from	  Africa	  that	  brought	  the	  plantain	  to	  Cuba,	  or	  the	  Tartars	  invading	  Central	  Europe	  with	  sauerkraut	  stowed	  in	  their	  saddlebags,	  the	  bitter	  herbs	  that	  traditionally	  remind	  the	  Jews	  of	  slavery	  in	  Egypt.	  Is	  it	  possible,	  as	  Cook	  posits,	  that	  these	  stories	  “promise	  easier	  communication	  across	  divides,	  and	  recognition	  and	  reconciliation	  to	  those	  whose	  histories	  are	  entangled	  in	  them”	  (825)?	  Yes.	  	  	  
METHODOLOGY	  Experience	  and	  knowledge	  are	  messy,	  multi-­‐vocal,	  and	  layered.	  I	  write	  in	  a	  manner	  that	  explicitly	  seeks	  to	  move	  between	  the	  individual,	  communal,	  and	  structural	  on	  a	  global	  level	  throughout	  these	  pages.	  Narrative	  memories	  are	  interwoven	  with	  academic	  discourse	  as	  the	  enactment	  of	  globalized	  nostalgia	  through	  transnational	  foodways	  is	  performed	  on	  these	  pages.	  Foodways	  are	  an	  integral	  part	  of	  the	  representation	  of	  cultural	  identity	  and	  have	  become	  an	  important	  element	  of	  cultural	  cosmopolitanism.	  Food,	  like	  cosmopolitanism	  and	  identity,	  is	  performative,	  as	  Barbara	  Kirshenblatt-­‐Gimblett	  (1999)	  has	  written:	  	  	  First,	  to	  perform	  is	  to	  do…To	  perform	  in	  this	  sense	  is	  to	  make	  food,	  to	  serve	  food.	  It	  is	   about	   materials,	   tools,	   techniques,	   procedures,	   and	   actions.	   It	   is	   about	   getting	  something	   done.	   It	   is	   in	   this	   sense,	   first	   and	   foremost,	   that	   we	   can	   speak	   of	   the	  performing	  kitchen.	  	  	  Second,	   to	   perform	   is	   to	   behave…	   To	   perform	   in	   this	   sense	   is	   to	   behave	  appropriately	   in	   relation	   to	   food	  at	  any	  point	   in	   its	  production	  or	   consumption	  or	  disposal,	  each	  of	  which	  may	  be	  subject	  to	  precise	  protocols	  or	  taboos…	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  to	  perform	  is	  to	  show.	  When	  doing	  and	  behaving	  are	  displayed,	  when	  they	  are	  shown,	   when	   participants	   are	   invited	   to	   exercise	   discernment,	   evaluation,	   and	  appreciation,	   food	   events	   move	   towards	   the	   theatrical	   and,	   more	   specifically,	  towards	  the	  spectacular.	  (1-­‐2)	  	  I	  quote	  at	  length	  because	  this	  triangulation	  of	  the	  performative	  nature	  of	  food	  and	  eating	  touches	  on	  the	  social	  construction	  of	  belonging	  implicit	  and	  explicit	  in	  all	  food	  and	  eating	  rituals.	  I	  find	  myself,	  in	  discussions	  of	  my	  Cuban	  identity,	  attempting	  to	  authenticate	  it	  by	  stating	  “I	  can	  fry	  a	  plantain,”	  confessing	  my	  love	  of	  lime	  on	  steak,	  or	  sharing	  mishaps	  in	  flan	  making.	  Food	  is	  the	  bridge	  that	  connects	  me	  to	  a	  larger	  Cuban,	  and	  indeed	  Caribbean,	  Latina/o	  community.	  Similarly,	  Baptista	  	  (2009)	  describes	  the	  same	  three	  senses	  of	  performance	  in	  the	  relationship	  between	  
bacalhau,	  Portuguese-­‐ness,	  and	  her	  mother-­‐in-­‐law.	  Of	  course,	  these	  three	  senses	  of	  performance—do,	  behave,	  show—“operate	  all	  through	  the	  food	  system,	  including	  production,	  provisioning,	  preparation,	  presentation,	  consumption,	  and	  disposal,	  but	  vary	  according	  to	  which	  sense	  of	  performance	  is	  focal,	  elaborated,	  or	  suppressed”	  (12).	  Thus,	  the	  link	  between	  food	  and	  performance	  occurs	  not	  only	  at	  the	  moment	  of	  preparation	  and	  consumption,	  but	  throughout	  the	  food	  chain.	  	  D.	  Soyini	  Madison	  (2005a)	  reminds	  us:	  	  As	  critical	  performance	  ethnographers,	  we	  are	  concerned	  with	  the	  construction	  and	  influences	  of	  subjectivity...What	  is	  significant	  for	  us	  is	  how	  experiences	  are	  expressed	  and	  enacted	  through	  the	  speaking	  subject.	  (34)	  	   Placing	  performance	  studies	  in	  conversation	  with	  media	  studies	  and	  the	  emerging	  field	  of	  critical	  food	  studies	  creates	  a	  space	  to	  consider	  the	  political	  implications	  of	  our	  most	  quotidian	  and	  personal	  of	  choices.	  As	  mentioned	  before,	  cuisines	  have	  a	  memory,	  a	  history,	  and	  a	  political	  purpose.	  As	  Appadurai	  (1988)	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  suggests,	  foodways	  can	  serve	  the	  purpose	  of	  nationalism,	  creating	  a	  hegemonic	  cuisine	  of	  the	  bourgeoisie;	  or	  they	  can	  serve	  as	  resistance	  to	  the	  hegemonic	  culture,	  creating	  a	  space	  for	  a	  performance	  of	  alternative	  possibilities,	  as	  well	  as	  the	  re-­‐enactment	  of	  nostalgia	  and	  memory.	  Furthermore,	  attention	  to	  the	  food	  system—the	  production	  circuit	  of	  farm	  to	  table—has	  become	  a	  fashionable	  consumer	  and	  political	  topic,	  as	  best	  sellers	  such	  as	  Fast	  Food	  Nation,	  Omnivore’s	  Dilemma,	  and	  films	  like	  Supersize	  Me!	  and	  Food,	  Inc.	  attests	  to.	  The	  popular	  interest	  in	  our	  foodways	  provides	  avenues	  from	  which	  to	  view	  new	  possibilities	  for	  engagement.	  This	  can	  be	  seen	  through	  the	  farmers	  markets,	  urban	  gardens,	  and	  the	  various	  government,	  NGO,	  and	  small	  business	  enterprises	  discussed	  in	  this	  dissertation.	  Through	  both	  a	  cultural	  and	  political	  economic	  lens,	  the	  food	  system	  touches	  on	  the	  core	  routes	  of	  societies.	  	  	  The	  emergent	  field	  of	  critical	  food	  studies	  represents	  a	  growing	  interdisciplinary	  interest	  in	  taking	  food	  seriously.	  Scholars	  are	  addressing	  the	  intersections	  of	  food	  and	  power,	  culture,	  science	  and	  technology,	  (de)colonialism,	  and	  knowledge.	  At	  the	  same	  time,	  slow	  foodies,	  localvores,	  farmer’s	  markets,	  food	  miles,	  etc.	  have	  brought	  the	  politics	  of	  the	  production,	  marketing	  and	  consumption	  of	  our	  food	  system	  into	  public	  discourse.	  	  	   Food	   is	   constitutive	   of	   identities	   and	   social	   relations.	   Mintz	   (1996)	   writes	  about	  the	  mixing	  of	  the	  political	  and	  social	  within	  the	  intimate	  nature	  of	  food:	  	  For	   many	   people,	   eating	   particular	   foods	   serves	   not	   only	   as	   a	   fulfilling	  experience,	  but	  also	  a	  liberating	  one-­‐-­‐an	  added	  way	  of	  making	  some	  kind	  of	  a	  declaration.	   Consumption,	   then,	   is	   at	   the	   same	   time	   a	   form	   of	   self-­‐identification	  and	  of	  communication	  (13).	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  Food	  has	  always	  been	  symbolically	  important	  to	  the	  maintenance	  of	  social	  relations	  (Douglas	   1984).	   However,	   the	   symbolic	   importance	   of	   food	   and	   foodstuffs	   have	  become	  increasingly	  important	  as	   identities	  have	  become	  increasingly	  de-­‐centered	  (Hall	   1996),	   and	   fragmented	   (Anzaldúa,	   1987).	   The	   symbolic	   importance	   of	  foodstuffs	  increases	  as	  a	  means	  of	  communicating	  one’s	  allegiances.	  	   The	  performative	  nature	  of	  our	  relationship	  to	  food	  lends	  itself	  to	  scholarly	  interrogation	  through	  performance	  ethnography.	  I	  use	  performance	  ethnography	  as	  a	   means	   of	   highlighting	   the	   lived	   cultural	   experience	   of	   the	   “historical	   present”	  (Denzin,	   1989)	   while	   also	   drawing	   attention	   to	   the	   emergent	   possibilities	   for	  interruptions	  within	  hegemonic	  social	  constructions.	  “Culture	  operates	  both	  within	  the	   confines	   of	   its	   own	   constructions	   (power,	   social	   relations,	   time,	   history,	   and	  space)	  and	  under	  the	  forces	  of	  externalized	  pressures	  that	  affect	  the	  conditions	  of	  its	  operation”	   (Alexander,	   2007;	   82).	   A	   dissertation,	   or	   any	   work	   of	   scholarly	  production,	   is	   necessarily	   cultural.	   In	   this	   case,	   it	   is	   autoethnographic	   and	  performative.	   The	   challenge	   of	   autoethnography	   is	   creating	   texts	   that	   unfold	   in	  intersubjective	   spaces	   between	   individual	   and	   community,	   and	   embrace	   both	  knowing	   and	   showing	   (Holman	   Jones,	   2005),	   as	   well	   as	   “writing	   from	   inside	   the	  heads	  of	  participants	  and	  evoking[ing]	  the	  tone	  of	  their	  felt	  lives”	  (Ellis	  and	  Bochner	  2005:	  753)	  to	  create	  work	  that	  “points	  to	  how	  personal	  stories	  become	  a	  means	  for	  interpreting	   the	   past,	   translating	   and	   transforming	   contexts,	   and	   envisioning	   a	  future”	  (Holman	  Jones,	  2005;	  768).	  This	  is	  multi-­‐sited	  performance	  ethnography.	  As	  Gille	  (2001)	  writes:	  “…ethnography	  meant	  and	  still	  means	  more	  than	  a	  method.	  It	  is	  an	  epistemological	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  Doing	  ethnography	  is	  a	  commitment	  to	  study	  an	  issue	  at	  hand	  by	  understanding	  it	  from	  the	  perspective(s)	  of	  people	  whose	  lives	  are	  tied	  up	  with	  or	  affected	  by	  it”	  (321).	  In	  the	  words	  of	  Norman	  Denzin,	  performance	  ethnography	  seeks	  to	  “move	  from	  the	  personal	  to	  the	  political,	  from	  the	  local	  to	  the	  historical	  and	  cultural…It	  attempts	  to	  stay	  close	  to	  how	  people	  experience	  everyday	  life”	  (2003,	  x-­‐xi).	  Gille	  (2001)	  argues	  for	  an	  ethnography	  that	  extends	  beyond	  the	  traditional	  notions	  of	  a	  single	  geographically	  bound	  site.	  “There	  is	  something	  about	  globalization	  that	  renders	  [assumptions	  about	  the	  ‘well	  boundedness	  of	  the	  field]	  particularly	  impractical	  and	  even	  politically	  suspect”	  (320).	  Gille	  ultimately	  argues	  for	  a	  more	  fluid	  definition	  of	  “site”,	  as	  not	  a	  static	  place,	  but	  a	  “particular	  intersection	  of	  social	  relations	  (local	  and	  extralocal)”	  (327)	  at	  a	  moment	  in	  time.	  Furthermore,	  “[i]f	  places	  should	  not	  be	  seen	  as	  homogeneous	  and	  strictly	  sealed	  off	  from	  the	  outside,	  then	  extending	  the	  fieldwork	  to	  several	  sites,	  dictated	  not	  by	  the	  logic	  of	  the	  ethnographer,	  as	  in	  Marcus	  (1998),	  but	  by	  these	  social	  relations,	  is	  necessary.”	  And	  finally,	  “if	  places	  are	  abundant	  with	  social	  relations	  and	  their	  links	  to	  other	  places	  are	  also	  social	  relations,	  then	  fieldwork	  must	  study	  not	  merely	  in	  the	  chosen	  sites	  but	  must	  study	  and	  account	  for	  changes	  in	  the	  relations	  between	  them”	  (327).	  	  Just	  as	  personal	  identities	  are	  “intersubjective	  and	  embodied,	  not	  individual	  and	  fixed,	  but	  social	  and	  processual”	  (Tedlock,	  2000:	  471)	  so	  too	  are	  research	  sites.	  They	  are	  affected	  by	  geopolitics	  and	  economic	  relationships	  just	  as	  much	  as	  people	  change	  due	  to	  births	  and	  deaths,	  marriages	  and	  divorces.	  Our	  scholarship	  must	  take	  that	  into	  account.	  The	  city	  I	  visited	  in	  the	  summer	  of	  2010	  was	  the	  place	  that	  I	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  as	  the	  person	  I	  corresponded	  with	  had	  a	  new	  self-­‐narrative.	  The	  challenge	  of	  contemporary	  ethnography	  is	  the	  mapping	  of	  the	  web	  of	  social	  relations	  as	  they	  expand	  across	  multiple	  axes:	  personal/social,	  political/global,	  historical/contemporary,	  cultural/political.	  	  	   It	  is	  our	  interactions	  in	  the	  field	  that	  define	  us	  as	  researchers.	  Madison	  (2005)	  reminds	  us,	  “as	  critical	  performance	  ethnographers,	  we	  are	  concerned	  with	  the	  construction	  and	  influences	  of	  subjectivity...What	  is	  significant	  for	  us	  is	  how	  experiences	  are	  expressed	  and	  enacted	  through	  the	  speaking	  subject”	  (34).	  Our	  ways	  of	  being	  with	  our	  subjects,	  and	  attentiveness	  to	  the	  power	  dynamics	  of	  social	  interactions	  are	  tantamount	  to	  the	  integrity	  and	  quality	  of	  our	  work.	  	  I	  seek	  to	  provide	  a	  space	  for	  “critical	  conversations	  about	  democracy,	  race,	  gender,	  class,	  nation-­‐states,	  globalization,	  freedom,	  and	  community”	  (Denzin	  and	  Lincoln,	  2005;	  3).	  This	  requires	  a	  reflexive	  methodology,	  and	  space	  for	  a	  multi-­‐vocal	  text.	  As	  such,	  this	  dissertation	  is	  both	  ethnographic	  and	  auto-­‐ethnographic—I	  squarely	  situate	  myself	  within	  the	  text,	  locating	  my	  experiences	  and	  thoughts	  as	  well	  as	  presenting	  and	  performing	  the	  experiences,	  comments,	  and	  oral	  histories	  of	  the	  interviewees.	  	  If	  the	  project	  of	  representation	  is	  always	  incomplete,	  then	  perhaps	  the	  best	  we	  can	  do	  is	  to	  respond	  like	  Braques	  and	  Picasso	  and	  present	  as	  many	  sides	  of	  the	  puzzle	  at	  once.	  Bochner’s	  reaction	  to	  the	  crisis	  of	  representation	  compels	  us	  to	  acknowledge	  the	  inherent	  incompleteness	  of	  our	  projects.	  As	  he	  writes:	  	  For	   me,	   it	   necessitates	   a	   radical	   transformation	   in	   the	   goals	   of	   our	   work-­‐-­‐from	  description	  to	  communication.	  That's	  the	  inspiration	  for	  the	  narrative	  turn.	  As	  I	  see	  it,	  the	  practices	  of	  human	  communication-­‐-­‐the	  negotiation	  and	  performance	  of	  acts	  of	  meaning-­‐-­‐should	  become	  our	  model	   for	  how	  we	   tell	   about	   the	  empirical	  world.	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  we	  would	   feel	   compelled	   to	   produce	  narrative,	   evocative,	   dialogic	   texts	   that	  show	  human	  beings,	  including	  ourselves,	  in	  the	  process	  of	  creating,	  negotiating,	  and	  performing	  meaning	   in	   a	   world	   of	   others,	   making	   our	   way	   through	   a	   world	   that	  poses	  obstacles,	  interruptions,	  contingencies,	  turning	  points,	  epiphanies,	  and	  moral	  choices	  (2005,	  748).	  	  These	  stories	  in	  turn	  represent	  the	  world	  more	  fully—they	  present	  people,	  making	  choices	  in	  their	  lives,	  but	  also	  moved	  by	  their	  world.	  They	  allow	  for	  an	  embodied	  social	  science,	  without	  losing	  sight	  of	  the	  goal	  of	  the	  pursuit	  of	  knowledge.	  	  This	  project	  engages	  with	  the	  dynamic	  and	  transnational	  processes	  of	  identity	  creation,	  foodways,	  and	  social	  constructions	  of	  self,	  regional,	  and	  national	  identities.	  Hence,	  the	  relational,	  dialogical	  nature	  and	  connectedness	  of	  the	  site,	  subjects,	  and	  researcher	  are	  imperative	  to	  understanding	  the	  manner	  in	  which	  foodstuffs	  are	  symbolically	  circulated,	  and	  used	  as	  metaphors.	  	  	  	   Interviews	  comprised	  a	  vital	  part	  of	  my	  research.	  These	  took	  the	  form	  of	  both	  formal	  interviews	  and	  more	  relaxed	  conversations.	  I	  refer	  here	  to	  Denzin’s	  (2001)	  description	  of	  the	  reflexive	  interview	  for	  my	  rubric—finding	  the	  world	  already	  “mediated	  by	  cinema,	  television	  and	  the	  other	  media	  apparatuses”	  he	  argues	  that	  “we	  only	  experience	  and	  study	  its	  representations	  –	  a	  performance-­‐	  based	  social	  science	  studies	  culture	  and	  society	  as	  dramaturgical	  productions.	  In	  their	  performances,	  people	  enact	  cultural	  meanings.	  Interviews	  are	  performance	  texts.”	  (27).	  	   	  Attentiveness	  to	  the	  performative	  nature	  of	  the	  interview	  is	  paramount	  to	  understanding	  the	  material	  gathered.	  Reflexivity	  keeps	  the	  dramaturgical	  nature	  of	  the	  narrative	  at	  the	  forefront	  of	  the	  researcher’s	  attention—“	  The	  interview	  is	  a	  way	  of	  writing	  the	  world,	  a	  way	  of	  bringing	  the	  world	  into	  play”	  (25).	  	  Face	  to	  face	  interviews	  rely	  on	  the	  rapport	  of	  the	  interviewer	  and	  interviewee,	  and	  the	  mutual	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  performance	  created	  between	  the	  two.	  Acknowledging	  and	  accounting	  for	  the	  performative	  nature	  of	  the	  encounters,	  as	  well	  as	  the	  subsequent	  interpretive	  steps	  in	  the	  writing	  and	  analysis	  of	  the	  interview,	  keeps	  us	  aware	  that	  “there	  is	  no	  reality	  which	  casts	  its	  shadow	  across	  the	  reproduction.	  There	  are	  only	  interpretations	  and	  their	  performances”	  (30).	  As	  a	  participant	  observer,	  I	  was	  a	  co-­‐producer	  of	  the	  cultural	  text	  being	  performed;	  even	  as	  my	  researcher	  self	  was	  analyzing	  the	  threads	  connecting	  a	  particular	  scene	  to	  a	  global	  nexus	  of	  capital,	  commodities	  and	  cultural	  flow.	  	   In	  addition	  to	  interviews,	  critical	  discourse	  analysis	  of	  tourist	  information	  and	  magazine	  articles	  promoting	  foodstuffs	  of	  Galicia	  are	  a	  central	  part	  of	  the	  analysis.	  I	  approach	  these	  texts	  through	  performance	  ethnography,	  merging	  my	  autoethnographic	  experience	  engaging	  with	  them	  in	  context,	  with	  my	  scholarly	  analysis-­‐-­‐as	  both	  are	  ever	  present.	  Discourse	  plays	  a	  crucial	  role	  in	  the	  construction	  of	  understandings	  of	  self	  and	  others	  in	  contemporary	  society,	  as	  well	  as	  the	  positioning	  of	  commodities	  within	  the	  global	  commodity	  image	  system	  (Hall,	  1997;	  Leiss	  et	  al.,	  1990).	  This	  methodology	  is	  well	  established	  in	  critical	  cultural	  studies	  and	  complements	  the	  performance	  auto/ethnography,	  as	  critical	  discourse	  analysis	  also	  calls	  attention	  to	  the	  manner	  in	  which	  meaning	  is	  created	  through	  cultural	  practices.	  This	  approach	  contextualizes	  the	  manner	  in	  which	  foodstuffs	  and	  foodways	  as	  both	  sustenance	  and	  commodities	  function	  in	  global	  and	  local	  markets.	  	  	  	  The	  case	  studies	  investigate	  the	  modalities	  of	  food	  and	  foodways	  in	  our	  global	  world.	  The	  combination	  of	  performance	  ethnography’s	  emphasis	  on	  the	  lived	  experience	  with	  the	  methodologies	  of	  critical	  discourse	  analysis	  provides	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  view	  of	  how	  identity	  as	  inscribed	  in	  a	  commodity	  system	  is	  enacted	  throughout	  the	  flows	  of	  globalization	  are	  so	  very	  integral	  to	  our	  lived	  experience.	  The	  notion	  of	  land,	  territory	  and	  space	  become	  important	  theoretical	  and	  methodological	  concepts.	  Moreover,	  the	  very	  way	  artisanal	  foodstuffs	  are	  articulated	  in	  relationship	  to	  place	  (which	  as	  Massey	  notes	  “has	  come	  to	  have	  ‘totemic’	  resonance’’	  against	  the	  increasingly	  interconnected	  global	  society	  [2005,	  5]).	  “Belonging”	  to	  a	  place	  often	  means	  defining	  and	  delineating	  borders.	  Massey	  articulates	  the	  tensions	  of	  the	  local	  and	  global:	  	  “'Places'	  came	  to	  be	  seen	  as	  bounded,	  with	  their	  own	  internally	  generated	  authenticities	  and	  defined	  by	  their	  difference	  from	  other	  places	  which	  lay	  outside,	  beyond	  their	  borders.	  It	  was	  a	  way	  of	  imagining	  space	  -­‐-­‐a	  geographical	  imagination-­‐-­‐integral	  to	  what	  was	  to	  become	  a	  project	  for	  organizing	  global	  space."	  (2005,	  64)	  	  My	  research	  makes	  evident	  the	  changing	  relationship	  we	  are	  experiencing	  in	  relationship	  to	  place,	  as	  a	  reconfiguration	  of	  the	  relationship	  between	  the	  urban	  and	  the	  rural	  (Davidson	  2007,	  Ito	  2010).	  The	  rural	  has	  taken	  on	  a	  mode	  of	  fetishism	  such	  that	  artisanal	  products	  can	  be	  said	  to	  have	  re-­‐gained	  the	  aura	  (2008)	  argued	  had	  been	  lost	  at	  the	  turn	  of	  the	  twentieth	  century.	  These	  themes	  are	  explored	  throughout	  the	  dissertation	  and	  discussed	  more	  thoroughly	  in	  the	  conclusion.	  	  	  
THE	  CELTS	  OF	  SPAIN:	  THE	  ‘TOTEMIC	  RESONANCE’	  OF	  GALICIA	  
	   Galicia	  makes	  up	  the	  northwest	  region	  of	  Spain,	  due	  north	  of	  Portugal.	  After	  the	  democratization	  of	  Spain	  in	  1978	  (when	  the	  constitution	  was	  approved),	  a	  decentralization	  process	  began	  (Encarnación,	  2008).	  	  	  This	  process,	  as	  described	  in	  the	  constitution,	  recognized	  Spain	  “as	  an	  indivisible	  state	  comprised	  of	  several	  ‘nationalities’	  and	  cultures”	  (3).	  After	  Catalonia	  and	  Pais	  Vasco,	  Galicia	  was	  the	  third	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  autonomous	  community	  granted	  in	  the	  new	  democracy,	  and	  is	  included	  in	  political	  discussions	  as	  constituting	  a	  nationality	  within	  the	  Spanish	  national	  territory	  (p.	  103).3	  Although	  the	  region	  is	  associated	  with	  strongly	  conservative	  politics	  (as	  represented	  by	  the	  Partido	  Popular	  [PP]),	  the	  past	  thirty	  years	  have	  seen	  a	  dramatic	  growth	  in	  Bloque	  Nacionalista	  Galego	  (BNG)	  a	  populist	  coalition	  of	  various	  “leftist”	  political	  families;	  and	  nationalist	  sentiment	  in	  general—partially	  attributable	  to	  the	  2002	  Prestige	  oil	  tanker	  disaster	  (Magone,	  2004;	  Núñez,	  1997).	  Twenty	  million	  gallons	  of	  oil	  coated	  over	  400	  kilometers	  of	  Galician	  coastline,	  halting	  the	  fishing	  industry	  for	  six	  months,	  one	  of	  the	  main	  industries	  in	  the	  region.	  Galician	  citizens	  mobilized	  and	  demonstrated	  before	  receiving	  assistance	  from	  Spain	  or	  the	  European	  Union.	  The	  environmental	  group	  Nunca	  Maís	  formed	  in	  the	  wake	  of	  the	  disaster	  continues	  to	  mobilize	  around	  environmental	  issues	  in	  Galicia	  (Font,	  2003;	  Young,	  2002).	  	  	   Scholars	  trace	  the	  roots	  of	  Galician	  nationalism	  to	  the	  early	  20th	  century	  movement	  that	  emerged	  to	  counter	  Madrid’s	  attempts	  to	  consolidate	  power.	  The	  leaders	  of	  the	  movement	  based	  their	  calls	  for	  nationhood	  on	  language,	  culture,	  and	  history.	  Members	  of	  the	  intelligentsia,	  known	  as	  the	  Xeración	  Nos,	  theorized	  Galician	  nationalism	  based	  on	  the	  region’s	  connection	  to	  the	  Atlantic	  and	  its	  Celtic	  history.	  	  The	  growth	  of	  the	  nationalist	  movement	  was	  interrupted	  by	  the	  Civil	  War	  and	  Franco’s	  regime,	  which	  suppressed	  multi-­‐national	  expression	  with	  Spain.	  	  	   The	  agrarian	  landscape	  and	  economy	  of	  Galicia	  has	  been	  an	  important	  factor	  in	  both	  nationalist	  imagery	  and	  party	  politics	  (Souto,	  2002;	  Núñez,	  1997).	  Núñez	  documents	  a	  rise	  in	  Galician	  nationalism	  beginning	  in	  the	  1960s,	  left	  wing	  in	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  orientation,	  and	  adds	  that	  these	  parties	  have	  experienced	  “increasing	  cultural	  ‘galicianization’”	  (31).	  To	  that,	  left-­‐wing	  political	  parties	  have	  combined	  “the	  inherited	  nationalist	  legacy	  with	  new	  doctrines:	  Marxism	  and	  Third-­‐World	  Anticolonialism”	  (32).	  Parties	  such	  as	  the	  Galician	  Socialist	  Party	  (PSG)	  and	  Galician	  People’s	  Union	  frame	  their	  calls	  for	  independence	  with	  the	  framework	  of	  Galicia	  as	  a	  colony	  of	  Spain,	  or	  a	  colony	  of	  Western	  Europe.	  Currently	  the	  Galician	  Nationalist	  Block	  (BNG)	  represents	  the	  interests	  of	  the	  nationalist	  left.	  Their	  platform	  “opposes	  the	  present	  economic	  policies	  within	  the	  EU	  as	  well	  as	  the	  Maastrict	  Treaty,	  which	  is	  considered	  to	  pave	  the	  way	  for	  the	  hegemony	  of	  transnational	  capitalism	  and	  thus	  to	  imply	  the	  strengthening	  of	  Galicia’s	  colonial	  situation”	  (Bloque	  Nacionalista	  
Galego,	  1992).	  	  Contemporary	  Galician	  nationalism,	  on	  the	  right	  and	  the	  left,	  continues	  to	  manifest	  itself	  as	  a	  resistance	  to	  the	  Castilian4	  influence	  of	  Spain,	  as	  well	  as	  a	  tradition	  of	  small	  family	  farms	  and	  viticulture	  that	  comprise	  the	  region’s	  Albariño	  and	  Ribeiro	  production.	  The	  people	  I	  encountered	  in	  my	  research	  emphasized	  the	  connections	  between	  the	  wine	  and	  the	  terroir	  of	  Galicia.	  	  Broadly	  speaking	  terroir	  refers	  to	  the	  particular	  qualities	  the	  land	  provides	  to	  the	  grapes	  grown	  on	  it.	  As	  Ulin	  (forthcoming,	  2013)	  describes,	  terroir’s	  definition	  extends	  to	  contain	  a	  cultural	  meaning	  bestowing	  an	  elevated	  Bourdieuian	  symbolic	  capital	  to	  grapes	  grown	  in	  lands	  culturally	  recognized	  for	  their	  soil	  and	  microclimate,	  and	  legislatively	  designated	  apart.	  These	  grapes—such	  as	  those	  grown	  in	  denominación	  de	  origen	  (D.O.)	  regions	  like	  the	  Rias	  Baixas	  are	  worth	  more	  money.	  Linkage	  to	  the	  land	  generates	  a	  particular	  value,	  which	  is	  malleable	  as	  narratives	  are	  developed.5	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  Demossier	  further	  argues,	  “the	  terroir	  story	  fossilizes	  social	  relations,	  work	  and	  landownership”	  (forthcoming,	  2013).	  As	  Farmer	  notes	  tradition	  is	  a	  central	  component	  undergirding	  the	  appellation	  system	  (forthcoming,	  2013).	  To	  these	  insights,	  I	  add	  that	  within	  today’s	  transnational	  marketplace,	  wines—particularly	  those	  from	  a	  D.O.	  region—perform	  a	  particular	  nostalgia-­‐-­‐providing	  a	  voyeuristic	  journey	  either	  to	  a	  primordial	  past	  (via	  the	  ancient	  processes	  of	  vinification	  as	  preserved	  in	  legislation)	  or	  through	  familiarization	  with	  terroir	  from	  travels	  around	  the	  globe.	  	   To	  the	  rest	  of	  Spain,	  Galicia	  has	  remained	  something	  of	  an	  outsider.	  An	  interviewee,	  Jose,	  told	  me	  that	  until	  about	  ten	  years	  ago	  the	  roads	  between	  Madrid	  and	  Santiago	  de	  Compostela	  were	  so	  bad	  that	  what	  is	  now	  a	  four-­‐hour	  drive	  would	  take	  about	  7	  hours.	  This	  isolation	  leads	  many	  Spaniards	  to	  think	  of	  Gallegos	  as	  old-­‐fashioned,	  rural,	  and	  backwards.	  The	  region	  is	  also	  among	  one	  of	  the	  least	  wealthy	  in	  Spain,	  and	  receives	  funding	  from	  both	  the	  national	  government	  and	  the	  European	  Union	  (Magone,	  2004).	  	  	   I	  visited	  Galicia	  twice.	  I	  spent	  two	  and	  half	  weeks	  in	  the	  summer	  of	  2010,	  travelling	  the	  countryside	  and	  attending	  the	  Xacobeo	  in	  Santiago	  de	  Compostela.	  I	  returned	  to	  Galicia	  in	  the	  summer	  of	  2011	  on	  a	  FLAS	  award,	  to	  study	  Spanish	  at	  
Escuela	  Rias	  Baixas	  in	  O	  Grove.	  I	  attended	  5	  hours	  of	  language	  classes	  Monday	  through	  Friday,	  and	  on	  my	  weekends	  visited	  the	  neighboring	  countryside—vineyards,	  the	  food	  related	  local	  festivals.	  As	  a	  maritime	  town,	  O	  Grove	  presented	  itself	  as	  a	  microcosm	  for	  the	  complexities	  of	  identity	  performance	  and	  production	  within	  the	  region,	  one	  that	  I	  was	  able	  to	  insert	  myself	  in	  daily.	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  following	  chapters	  engage	  with	  the	  mechanics	  of	  producing	  and	  performing	  globalized	  nostalgia.	  Chapter	  two	  engages	  the	  complexities	  of	  identity	  within	  a	  transnationally	  mediated	  environment,	  and	  the	  generations	  of	  desire	  and	  longing	  therein.	  This	  has	  been	  complicated	  and	  exacerbated	  by	  cable	  news	  networks	  and	  lifestyle	  television—ultimately,	  we	  must	  question	  how	  we	  “produce	  the	  world”	  (Pratt,	  1992)	  for	  consumption,	  whether	  on	  market	  shelves	  (or	  online	  stores),	  or	  as	  a	  tourist.	  	  Chapter	  three	  theorizes	  questions	  of	  how	  a	  location	  performs	  itself	  under	  the	  constraints	  of	  neoliberal	  modernity.	  From	  the	  maps	  available	  at	  the	  tourism	  offices	  in	  Santiago	  de	  Compostela	  to	  the	  re-­‐imagining	  of	  maritime	  economies	  as	  tourist	  attractions,	  Galicians	  articulate	  their	  culture	  and	  land	  through	  performances	  of	  authenticity	  and	  heritage.	  These	  performances	  extend	  through	  the	  images	  and	  narratives	  that	  are	  projected	  with	  the	  commodities	  prepared	  for	  export.	  At	  the	  local,	  national,	  and	  supra-­‐national	  level,	  legislation	  requires	  documentation	  that	  re-­‐inscribes	  essentialist	  ties	  to	  the	  land	  and	  patrimony.	  Such	  legislation,	  as	  well	  as	  the	  representational	  regimes	  that	  producers	  employ	  to	  distinguish	  their	  products	  on	  the	  global	  market	  are	  discussed	  in	  Chapter	  4.	  The	  conclusion	  revisits	  globalized	  nostalgia,	  ties	  between	  the	  rural	  and	  urban	  and	  possibilities	  for	  collective	  identity	  within	  neoliberal	  commodity	  culture.	  	  	  
	   	   	  43
CHAPTER	  TWO:	  TRANSNATIONAL	  MEDIA	  AND	  MEDIATED	  SELVES	  
	  
TRANSNATIONAL	  MEDIA,	  TRANSNATIONAL	  SUBJECTIVITY	  
	   Communication	  is	  a	  symbolic	  process	  whereby	  reality	  is	  produced,	  maintained,	  repaired,	  and	  transformed	  (Carey,	  19)	  	  Just	  as	  we	  make	  history	  in	  retrospect,	  through	  the	  stories	  that	  are	  told,	  so	  also	  we	  make	  geographies,	  through	  the	  implicit	  imaginations	  we	  deploy	  (Massey	  2007,	  23)	  	  Articulations	  of	  identities	  relating	  to	  nationhood,	  race	  and	  ethnicity,	  and	  the	  politics	  of	  foodways	  reveal	  the	  complex	  politics	  of	  the	  historical	  present.	  These	  are	  navigates,	  reflected,	  and	  projected	  by	  conglomerate	  media	  systems	  simultaneously	  reflect	  and	  inform	  our	  experience	  of	  society.	  Benedict	  Anderson’s	  1983	  Imagined	  
Communities	  theorized	  the	  connection	  between	  print	  media	  and	  the	  rise	  of	  nationalism.	  Through	  print	  communication	  members	  of	  a	  particular	  nation-­‐state	  are	  able	  to	  imagine	  themselves	  as	  related	  to	  people	  they	  had	  never	  met.	  By	  1998,	  Daniel	  Mato	  discussed	  the	  invocation	  of	  an	  “imagined	  transnational	  community”	  (emphasis	  his,	  600);	  one	  based	  on	  the	  shared	  expression	  of	  a	  community	  of	  artists	  who	  calling	  upon	  a	  host	  of	  associations	  and	  meanings	  to	  “increasingly	  and	  diversely	  appeal	  to	  our	  consciousness	  and	  subconsciousness”	  and	  whose	  work	  is	  received	  by	  a	  transnational	  audience.	  Audiences,	  as	  imagined	  communities	  have	  expanded	  beyond	  the	  boundaries	  of	  the	  nation-­‐state,	  and	  are	  now	  bounded	  by	  affective	  expressions	  of	  community—often	  related	  to	  shared	  histories	  and	  cultural	  markers,	  such	  as	  foods,	  which	  are	  one	  of	  the	  last	  markers	  of	  migration.	  	  As	  individuals	  navigate	  transnational	  society,	  our	  experience	  is	  in	  many	  ways	  informed	  by	  transnational	  media	  emanating	  from	  various	  nodes—geographic	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centers	  of	  production	  that	  maintain	  themselves	  as	  arbiters	  of	  news	  and	  image	  production.	  For	  Appadurai,	  it	  is	  not	  the	  imaginative	  function	  of	  the	  mass	  media—its	  influence	  over	  our	  narrative	  lives,	  that	  is	  the	  primary	  importance:	  “electronic	  mediation	  and	  mass	  migration	  mark	  the	  world	  of	  the	  present	  not	  as	  technically	  new	  forces,	  but	  as	  ones	  that	  seem	  to	  impel	  (and	  sometimes	  compel)	  the	  work	  of	  the	  imagination”	  (1996,	  4).	  The	  imagination	  has	  become	  an	  increasingly	  important	  social	  process,	  “central	  to	  all	  forms	  of	  agency,	  itself	  a	  social	  fact,	  and	  the	  key	  component	  of	  the	  new	  global	  order”	  (2006,	  587).	  The	  transnational	  media	  encourages	  and	  enables	  the	  globalization	  of	  primordial	  identities.	  Diasporic	  groups	  stay	  connected	  through	  communication	  technologies.	  	  Appadurai	  terms	  the	  distribution	  of	  electronic	  capabilities	  and	  images,	  circulated	  by	  such	  capabilities	  “mediascapes”	  (590).	  These	  are	  “image-­‐centered,	  narrative-­‐based	  accounts	  of	  strips	  of	  reality.	  From	  such	  elements,	  audiences	  form	  their	  imagined	  lives—weaving	  between	  lived	  experience	  and	  mediated	  realities.	  It	  is	  from	  these	  elements	  that	  we	  form	  understandings	  of	  our	  lives	  as	  well	  as	  those	  of	  distant	  others.	  	  
MORRIÑA:	  LONGING	  FOR	  GALICIA	  	  	  	   Samuel	  is	  my	  language	  instructor	  in	  the	  summer	  of	  2010.	  For	  five	  hours	  a	  day,	  we	  talk	  about	  Spanish	  grammar,	  the	  global	  economy,	  Galician	  cooking,	  and	  the	  imperfect	  tense.	  We	  discuss	  where	  we	  are	  from	  (a	  great	  way	  to	  practice	  the	  pesky	  past	  and	  imperfect	  tenses).	  By	  birth,	  he’s	  Valencian,	  but	  has	  adopted	  Galicia	  as	  his	  nation.	  A	  PhD	  in	  linguistics	  from	  the	  University	  of	  Santiago	  de	  Compostela;	  he	  often	  gets	  lost	  in	  the	  finer	  points	  of	  language	  use.	  One	  day,	  we	  discuss	  the	  Galician	  diaspora-­‐the	  large	  presence	  of	  Galicians	  in	  Argentina,	  who	  started	  a	  hospital	  and	  cultural	  center,	  the	  number	  of	  Galicians	  in	  Cuba.	  He	  describes	  the	  word	  morriña.	  There	  is	  no	  real	  translation	  in	  Castilian	  (or	  English)	  for	  the	  term;	  it	  describes	  the	  particular	  longing	  Galician	  emigrants	  feel	  for	  their	  homeland.	  To	  illustrate	  the	  land’s	  special	  prowess,	  he	  brings	  a	  1983	  essay	  by	  Gabriel	  García	  Márquez	  to	  the	  next	  class.	  Published	  in	  El	  País,	  Márquez	  describes	  his	  trip	  to	  Galicia	  as	  a	  “gift	  to	  himself,”	  a	  realization	  of	  one	  of	  his	  oldest	  dreams.	  He	  describes	  the	  nostalgic	  longing	  that	  began	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before	  he	  had	  known	  the	  land,	  at	  his	  grandmother’s	  table	  in	  Colombia,	  with	  the	  food	  of	  Galicia.	  Seventy-­‐two	  hours	  later,	  he	  concludes	  that	  the	  inclement	  weather	  the	  region	  is	  famous	  for	  is	  part	  of	  its	  magical/mythical	  nature,	  and	  that	  he,	  too,	  may	  have	  fallen	  victim	  to	  the	  delusional	  nostalgia	  that	  plagued	  the	  Galicians	  he	  had	  encountered	  in	  his	  lifetime—his	  grandmother	  included	  (“Raining	  in	  Galicia”	  May	  11,	  1983).	  	  
 The	  first	  time	  I	  visited	  Galicia	  was	  July	  of	  2010.	  I	  had	  decided	  on	  the	  region	  as	  a	  possible	  research	  site,	  and	  was	  headed	  there	  to	  conduct	  exploratory	  research	  with	  funding	  from	  my	  department.	  Upon	  sharing	  my	  plans,	  my	  mother	  exclaimed,	  “You	  
know	  who’s	  always	  wanted	  to	  go	  there!	  Abuela!”	  And	  so,	  my	  86	  year-­‐old	  grandmother,	  aunt	  and	  mother	  met	  me	  in	  Santiago	  de	  Compostela.	  As	  Cubans,	  they	  trace	  their	  lineage	  to	  Galicia,	  and	  spent	  their	  time	  enjoying	  the	  sights	  but	  also	  discussing	  the	  various	  migrations	  of	  the	  Gallegos,	  Cubans	  and	  Latin	  Americans	  with	  the	  people	  they	  would	  encounter.	  Galicia	  has,	  as	  a	  small	  farming-­‐based	  economy,	  a	  long	  history	  as	  an	  emigrant	  state.	  There	  are	  significant	  Galician	  communities	  throughout	  Latin	  America.	  Recently,	  there	  has	  been	  a	  reverse	  flow	  with	  Latin	  Americans	  coming	  into	  the	  region.	  Stuart	  Hall	  writes	  “identities	  are	  the	  names	  we	  give	  to	  the	  different	  ways	  we	  are	  positioned	  by,	  and	  position	  ourselves	  within,	  the	  narratives	  of	  the	  past”	  (1994,	  394).	  These	  narratives	  of	  the	  past	  are	  visible	  in	  the	  circuits	  of	  migration	  and	  culture	  Valdivia	  terms	  “Hispanidad”	  (2010,	  18)—the	  transnational	  bridging	  of	  cultural	  circuits	  among	  Latin	  America,	  the	  United	  States	  and	  the	  Iberian	  Peninsula.	  Like	  Garcia	  Marquez,	  my	  abuela	  had	  a	  longing	  for	  a	  place	  she	  had	  never	  been	  to—familial	  memory	  and	  cultural	  heritage.	  	   The	  transnational	  circulation	  of	  nostalgia	  and	  memory	  for	  a	  “homeland”	  that	  has	  never	  been	  is	  encouraged	  by	  government	  officials.	  As	  Hooper	  (2009)	  details,	  the	  singer	  Julio	  Iglesias	  was	  recruited	  as	  an	  Ambassador	  for	  Galicia	  and	  the	  celebration	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of	  the	  Ano	  Xacobeo	  (the	  year	  the	  25th	  of	  June	  falls	  on	  a	  Sunday,	  a	  day	  of	  particularly	  large	  celebration	  of	  the	  day	  of	  St.	  James,	  the	  patron	  saint	  of	  Galicia)2.	  Iglesias	  represents	  the	  circuitry	  of	  Hispanidad,	  moving	  between	  popular	  markets	  on	  the	  Iberian	  Peninsula,	  Latin	  America	  and	  Latina/os	  within	  the	  United	  States	  (Muñoz,	  in	  Hooper,	  149).	  Iglesias’s	  presence	  as	  a	  transnational	  ambassador	  was	  part	  of	  Manuel	  Fraga’s	  (president	  of	  the	  Xunta	  of	  Galicia	  from	  1990-­‐2005)	  efforts	  to	  gain	  the	  support	  of	  the	  Galician	  diaspora	  (153).	  As	  scholars	  of	  transnational	  celebrity	  have	  documented,	  transnational	  celebrities	  are	  often	  are	  recruited	  as	  symbolic	  figures	  to	  maintain	  diasporic	  ties	  to	  their	  “homelands”	  (Cepeda	  2010),	  and	  also	  perform	  collective	  identity,	  unifying	  communities	  spread	  across	  the	  globe	  (Beltrán,	  2009,	  Ceisel	  2009,	  Valdivia	  2005).	  In	  the	  case	  of	  Iglesias,	  his	  nostalgic	  viability	  served	  Fraga’s	  conservative	  nationalism;	  one	  based	  on	  the	  imagery	  of	  the	  rural	  lands	  and	  culture,	  and	  recruited	  political	  supporters	  from	  Latin	  America	  (Hooper	  2009).	   	   Angharad	  Valdivia,	  in	  her	  acceptance	  speech	  for	  the	  Teresa	  Award	  for	  Feminist	  Scholarship	  at	  the	  2011	  International	  Communication	  Association	  meeting	  noted	  that	  her	  research	  illustrates	  “that	  the	  inescapable	  radical	  hybridity	  of	  Latina/os	  represents	  the	  inescapable	  hybridity	  of	  everyone	  really”	  (2011,	  358).	  Similarly,	  the	  experience	  of	  Hispanidad	  exemplified	  by	  the	  above	  anecdotes	  is	  being	  replicated	  in	  various	  iterations	  across	  the	  globe—as	  Appadurai	  notes	  “primordial	  has	  become	  globalized”	  (595);	  we	  maintain	  our	  ethic	  affiliations	  beyond	  space.	  	   	  	   It	  is	  communication	  technologies	  that	  have	  enabled	  this,	  although	  as	  noted	  in	  the	  introduction	  food	  culture	  has	  always	  functioned	  to	  maintain	  ties	  to	  homelands	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2 The Ano Xacobeo is any year that June 25 falls on a Sunday. This is considered a  
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and	  nation.	  The	  merging	  of	  communication	  technologies,	  commodity	  culture,	  and	  food	  culture	  accelerates	  these	  processes.	  Within	  contemporary	  transnational	  politics,	  the	  local	  becomes	  a	  repository	  for	  an	  imagined	  past,	  frozen	  in	  time	  and	  available	  for	  ritual	  rites	  of	  return,	  as	  politicians	  appeal	  to	  expatriates	  for	  support	  and	  municipalities	  seek	  tourists	  for	  investment	  in	  their	  communities.	  This	  presents	  an	  inversion	  of	  previous	  logics	  of	  the	  fracturing	  of	  the	  communal	  imagination	  under	  globalization.	  Neoliberalism	  has	  lead	  to	  a	  displacement	  of	  communities,	  and	  an	  accompanying	  fracturing	  of	  political	  identities	  (Appadurai	  2006),	  what	  this	  dissertation	  demonstrates	  is	  the	  subsequent	  realignment	  of	  urban	  and	  rural	  relationships.	  This	  is	  visible	  not	  only	  through	  the	  development	  of	  heritage	  and	  rural	  tourism	  but	  also	  through	  the	  narratives	  employed	  in	  travel	  and	  cooking	  television	  shows.	  	  Mediated	  narratives	  have	  a	  symbiotic	  function	  with	  the	  formation	  of	  identity	  narratives	  in	  contemporary	  culture.	  As	  such,	  the	  representations	  of	  places,	  nations,	  and	  people	  are	  especially	  important	  as	  they	  provide	  an	  ambassadorial	  function	  in	  introducing	  audiences	  to	  new	  areas,	  concepts	  and	  political	  situations.	  Shohat	  and	  Stam	  note	  the	  very	  real	  implications	  for	  these	  representations:	  	  “On	  the	  symbolic	  battlegrounds	  of	  the	  mass	  media,	  the	  struggle	  over	  representation	  in	  the	  simulacral	  realm	  homologizes	  that	  of	  the	  political	  sphere,	  where	  questions	  of	  imitation	  and	  representation	  easily	  slide	  into	  issues	  of	  delegation	  and	  voice”	  (Shohat	  and	  Stam,	  183).	  	  	  	  These	  issues	  are	  crucial	  to	  our	  analysis	  of	  how	  identity	  is	  formed	  and	  understood.	  Hollywood	  stereotypes	  speak	  to	  the	  power	  relations	  “in	  the	  trenches”	  of	  everyday	  life,	  with	  very	  real	  implications	  for	  social	  justice	  and	  empowerment.	  For	  this	  reason	  it	  is	  crucial	  that	  we	  attend	  to	  issues	  of	  agency	  and	  power	  in	  any	  analysis	  of	  media	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representations.	  	  All	  stereotypes	  are	  not	  equal,	  and	  the	  power	  of	  self-­‐representation	  in	  popular	  culture	  is	  always	  conflicted.	  	  
	  
MEDIATED	  IDENTITY	  	  Checking	  The	  Box:	  An	  Autoethnographic	  Reflection	  on	  Race,	  Family,	  and	  History3	  	  Screen	  card:	  The	  construction	  of	  ethnic	  identity	  and	  culture	  is	  the	  result	  of	  both	  structure	  and	  agency—a	  dialectic	  played	  out	  by	  ethnic	  groups	  and	  the	  larger	  society	  
 
Narrator: Between 1960 and 1962 Operación Pedro Pan, was a mission 
coordinated by the United States government, the Roman Catholic Church, 
and Cuban dissidents in which over 14,000 children were brought from 
Cuba to the United States 
 
In March of 1961 President Kennedy, by Presidential Decree, established 
the framework for affirmative action.  	  
ME: I can recall exactly the moment  
I became Hispanic.  
 
I was in third grade,  
the second day of the IOWA tests.  	  
Narrator: The Iowa Test of Basic Skills (ITBS) is a set of standardized tests 
given annually to school students in the United States. These tests are 
given to students beginning in kindergarten and progressing until Grade 8 
to assess educational development.  
 
The ITBS was designed by the University of Iowa's College of Education, as 
part of a program to develop a series of nationally accepted standardized 
achievement tests.4 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
3 This piece is intended to be multi-vocal, as well as multi-media piece. It is intentionally 
disjointed and chaotic, to re-create the cacophony of reality. There are multiple roles, 
though a given participant can play more than one voice. When possible, including the 
audience as speakers is encouraged. “Screencards” refer to titles that could be projected, 
or simply displayed, where indicated in the text.  
It has been previously published as “Checking the Box: A Journey Through My Hybrid 
Identity” in Cultural Studies ó Critical Methodologies, (2009) 9:5, pp. 661-668. 
  
4 Retrieved 10/3/06: 
http://en.wikipedia.org/w/index.php?title=Iowa_Test_of_Basic_Skills&oldid=76297307 
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Me: They took up the better part of a school week.  
________________________________________________________ 
Me: It was the evening,  
I was sitting at the kitchen table, watching TV; 
 my dad had just come home from work.  
 
He has this way of approaching me when he has a statement to pose in the 
form of a question--gruff and awkward, off-putting and endearing.  
 
That was how he approached the table.  
 
Dad: “Christy, you’re taking the…tests at school? Now, they ask you your 
race don’t they, what do you circle?” 
 
Me: Frustrated at the interruption in my viewing, and bewildered by the basic 
nature of the question, I replied as if he had asked me my name. “White.”  
 
Dad: “Okay, yeah, tomorrow, you are going to start mark Hispanic.”  
Me: “Hispanic? But, I’m not Hispanic.”  
Me: “Yes you are. Mom is.” 
 
Me: I looked at my mother. “You’re Cuban.”  
 
My dad waved his hands, as if trying to dispel my confusion. “For the tests 
it’s the same thing. What is important is that you begin to mark it now, so 
they have a record of it when you apply to college.”  	  Off	  Stage	  Male	  Voice:	  affirmative	  action,	  as	  it	  is	  now,	  is	  not	  fulfilling	  its	  original	  purpose	  (to	  bring	  minorities	  out	  of	  poverty)	  as	  the	  vast	  majority	  of	  minorities,	  in	  the	  first	  world	  at	  least,	  are	  already	  middle-­‐class5	  
__________________________________________________________________ Narrator:	  	  Press	  Release	  September	  19,	  2005	  National	  Archives	  Free	  Public	  Programs	  in	  October	  2005	  	  Man:	  	  Washington,	  DC…The	  National	  Archives	  October	  public	  programs	  theme	  "Coming	  to	  America"	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
5 Retrieved 10/3/06: 
http://en.wikipedia.org/w/index.php?title=Affirmative_action_in_the_United_States&old
id=78412968 
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celebrates	  immigration,	  	  genealogy,	  and	  family	  history	  	   	   	  with	  topics	  related	  to	  the	  Marshall	  Plan,	  Operation	  Pedro	  Pan,	  	  and	  a	  special	  exhibition	  of	  unique	  Revolutionary	  War	  era	  family	  records.	  	  Reservations	  are	  recommended.	  Reserve	  by	  email	  (reservations.nwe@nara.gov)	  or	  telephone	  202-­‐501-­‐5000…	  	  Woman:	  	  Thursday,	  October	  27-­‐-­‐Operation	  Pedro	  Pan	  From	  1960	  to	  1962,	  in	  a	  program	  partially	  funded	  by	  the	  U.S.	  Government,	  	  
14,048	  Cuban	  minors	  arrived	  in	  Miami,	  	  sent	  to	  America	  by	  parents	  	  
terrified	  	  that	  the	  new	  communist	  government	  would	  ship	  their	  children	  to	  Soviet	  work	  camps.	  	  	  Operation	  Pedro	  Pan	  was	  the	  largest	  recorded	  exodus	  of	  unaccompanied	  minors	  in	  the	  Western	  Hemisphere.	  	  	  This	  evening,	  Elly	  Choval,	  Founder	  and	  Chairperson,	  Operation	  Pedro	  Pan,	  Inc.,	  moderates	  a	  panel	  discussion	  featuring	  three	  former	  Pedro	  Pan	  refugees:	  Eduardo	  Aguirre,	  U.S.	  Ambassador	  to	  Spain	  and	  Andorra...6	  (voice	  trails	  off	  as	  she	  walks	  off	  stage)	  -­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐	  Scene:	  North	  Lakeshore	  Drive,	  Chicago.	  Mother	  points	  out	  a	  building	  to	  her	  child	  
Mom: “See, I used to live there, with Grace and Harry, before Mami and Papi 
came over.” 
 
Me: This was the family my mother and Aunt Carmucha stayed with  
while they waited  
for my Abuela and Abuelo to arrive from Cuba,  
with my Tia Vivian, who was only two at the time.  
Even after my grandparents arrived, the Bevignannys kept my aunt and 
mother for another year,  
until my grandfather had gotten a job as a bank teller.  -­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐	  Screen	  card:	  History	  is	  a	  trick	  played	  on	  the	  dead.	  -­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐	  Image	  on	  screen:	  Che	  Guevara	  (you	  know	  the	  photo)	  	  Voice	  1	  (Directed	  at	  image,	  spoken	  with	  rapture):	  Time	  Magazine,	  The	  100	  Most	  Influential	  People	  of	  the	  Century:	  Heroes	  and	  Icons:	  Though	  communism	  may	  have	  lost	  its	  fire,	  he	  remains	  the	  potent	  symbol	  of	  rebellion	  and	  the	  alluring	  zeal	  of	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
6 Retrieved 10/4/06: http://www.archives.gov/press/press-releases/2005/nr05-130.html 
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revolution…after	  a	  guerrilla	  campaign	  in	  which	  Guevara	  displayed	  such	  outrageous	  bravery	  and	  skill	  that	  he	  was	  named	  comandante,	  the	  insurgents	  entered	  Havana	  and	  launched	  what	  was	  to	  become	  the	  first	  and	  only	  victorious	  socialist	  revolution	  in	  the	  Americas.	  	  	  Voice	  2:	  The	  images	  were	  thereafter	  invariably	  gigantic.	  Che	  the	  titan	  standing	  up	  to	  the	  Yanquis,	  the	  world's	  dominant	  power.	  Che	  the	  moral	  guru	  proclaiming	  that	  a	  New	  Man,	  no	  ego	  and	  all	  ferocious	  love	  for	  the	  other,	  had	  to	  be	  forcibly	  created	  out	  of	  the	  ruins	  of	  the	  old	  one.	  Che	  the	  romantic	  mysteriously	  leaving	  the	  revolution	  to	  continue,	  sick	  though	  he	  might	  be	  with	  asthma,	  the	  struggle	  against	  oppression	  and	  tyranny.7	  	  Paul	  Berman,	  Slate	  Magazine:	  The	  cult	  of	  Ernesto	  Che	  Guevara	  is	  an	  episode	  in	  the	  moral	  callousness	  of	  our	  time.	  Che	  was	  a	  totalitarian.	  He	  achieved	  nothing	  but	  disaster.	  	  	  Voice	  3:	  Many	  of	  the	  early	  leaders	  of	  the	  Cuban	  Revolution	  favored	  a	  democratic	  or	  democratic-­‐socialist	  direction	  for	  the	  new	  Cuba.	  But	  Che	  was	  a	  mainstay	  of	  the	  hardline	  pro-­‐Soviet	  faction,	  and	  his	  faction	  won.	  	  	  Voice	  4:	  Che	  presided	  over	  the	  Cuban	  Revolution's	  first	  firing	  squads.	  He	  founded	  Cuba's	  "labor	  camp"	  system—the	  system	  that	  was	  eventually	  employed	  to	  incarcerate	  gays,	  dissidents,	  and	  AIDS	  victims.	  	  	  Voice	  5:	  The	  modern-­‐day	  cult	  of	  Che	  blinds	  us	  not	  just	  to	  the	  past	  but	  also	  to	  the	  present.	  Right	  now	  a	  tremendous	  social	  struggle	  is	  taking	  place	  in	  Cuba.	  	  Voice	  6:	  Dissident	  liberals	  have	  demanded	  fundamental	  human	  rights,	  and	  the	  dictatorship	  has	  rounded	  up	  all	  but	  one	  or	  two	  of	  the	  dissident	  leaders	  and	  sentenced	  them	  to	  many	  years	  in	  prison.	  	  	  Voice	  7:	  Among	  those	  imprisoned	  leaders	  is	  an	  important	  Cuban	  poet	  and	  journalist,	  Raúl	  Rivero,	  who	  is	  serving	  a	  20-­‐year	  sentence.	  In	  the	  last	  couple	  of	  years	  the	  dissident	  movement	  has	  sprung	  up	  in	  yet	  another	  form	  in	  Cuba,	  as	  a	  campaign	  to	  establish	  independent	  libraries	  free	  of	  state	  control;	  and	  state	  repression	  has	  fallen	  on	  this	  campaign,	  too.8	  
--------------------------------------------------------- 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
7  “The 100 Most Influential People of the Century: Heroes and Icons” Time Magazine, 
June 14, 1999. Retrieved 10/4/06: 
http://www.time.com/time/time100/heroes/profile/guevara01.html 
 
8 Berman, Paul. “Should We Love Che Guevara?” Slate Magazine Posted September 24, 
2004. Retrieved 10/4/06: http://www.slate.com/id/2107100/ 
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Narrator: There is a “legend” of sorts, whereby after the revolution was 
over, Castro was distributing government posts to his best comandantes. 
He asked: “Hay una economista aqui?” Having not been paying attention 
Che responded resoundingly, “Yo soy comunista” This is how Che later 
become in charge of the National Bank of Cuba.  
--------------------------------------------------------- Mother	  (speaking	  distantly,	  not	  directly	  to	  her	  daughters):	  	  
Your grandfather’s brothers were revolutionaries in the hills with Castro.  
 
They didn’t know then that he was Communist.  
 
Abuelo’s oldest brother died fighting, there is a statue to him as a war hero 
in Havana. He wouldn’t have agreed with Castro being a communist—he would 
have headed straight back to the hills to begin fighting again. Abuelo and his 
family had a huge falling out over that.  
 
Then Castro wanted your grandfather to head the National Bank. Dad had 
lunch with Che Guevara, and when he came home he told Mami, “That man 
doesn’t know the first thing about banking.” That’s when he went into hiding, 
why it took them so long to get out of Cuba.  
 
One of his brothers came through for him,  
providing fake papers so they could escape. He was a shoemaker.  Daughter	  #1: Tell us again about the bombs going over your house,  Daughter	  #2: and how you had to hide underneath mattresses and the dining 
room table Mother: (impatient, trying to be distracted, not wanting to remember the 
revolution again) Oh, You’re late for ballet. 	  -­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐	  Screen	  card:	  Ethnicity	  is	  the	  product	  of	  actions	  undertaken	  by	  ethnic	  groups	  as	  they	  shape	  and	  reshape	  their	  self-­‐definition	  and	  culture	  -­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐	  
I have no idea when I became aware of being Cuban.  
 
To clarify, I have always known on many levels that I was half-Cuban.  
That was never in question.  
I always knew it meant something.  
Something more than my dad’s being German meant.  
People loved that my mom was Cuban.  
--------------------------------------------------------------------------- Television	  plays	  I	  Love	  Lucy	  scenes	  of	  Desi	  Arnaz,	  singing	  Babalu	  (itself	  an	  Afro-­‐Cuban	  slave	  song)	  and	  yelling	  at	  Lucy	  in	  Spanish.	  We	  will	  ignore	  that	  he	  was	  an	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alleged	  alcoholic	  wife-­‐beater	  for	  the	  sake	  of	  the	  performance,	  but	  we	  all	  know	  these	  contradictions	  exist.	  
--------------------------------------------------------------------------- 
Me: My best friends through grade school were Puerto Rican twins, and their 
mother couldn’t wait to see my mom at school,  
and gossip in Spanish. They’d laugh,  
and my friends would translate for me  
and let me in on what they were saying.  
“See Christy, Spanish is like a secret language.”  
My mom would smile.  
 
Sister: Other times, we got things because she was Cuban, or spoke Spanish  
(they were the same to me as a child).  
At Chucky Cheese, they were taking a really long time with our pizza, and  
she spoke to the bus boy in Spanish;  
soon we had extra pitchers of Coke and beer.  
--------------------------------------------------------------------------- “Conga”	  by	  Gloria	  Estefan	  plays….	  
“If you speak Spanish people will help you out.” My mom was always 
recruiting for her team, pointing out the advantages to being Cuban, to 
speaking Spanish. She always pointed out if someone in the news or on TV 
was Cuban—at least as long as they were doing well.   -­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐	  
Me: In contrast my father’s family was German. Growing up in the North 
Suburbs of Chicago, it just wasn’t special. 
---------------------------------------------------------------------------  Television	  playing	  Becks:	  Best	  of	  What	  Germans	  Do	  Best	  Ads	  
--------------------------------------------------------------------------- 
And, in history class, Germans sounded pretty brutal. I felt really bad after 
reading Diary of Anne Frank and apparently grilled my father about his 
family’s participation in the war. Luckily I was in the clear—although my 
great-grandfather had fought for Germany in WWI…. Rick	  Steves,	  Travel	  Guru:	  The	  20th	  Century	  began	  with	  the	  sort	  of	  easy	  happiness	  and	  non-­‐chalance	  of	  a	  summer	  barbeque.	  The	  average	  European	  in	  1910	  felt	  very	  lucky	  to	  be	  living	  during	  these	  prosperous	  and	  peaceful	  times.	  Behind	  the	  scenes	  however,	  tension	  was	  growing.	  Germany’s	  late	  entry	  onto	  the	  economic	  game	  board	  caused	  competitive	  rivalries.	  Tension	  mounted	  as	  Germany	  grappled	  for	  its	  “place	  in	  the	  sun.”	  Germany	  understood	  that	  capitalist	  economies	  need	  colonial	  sources	  of	  raw	  materials	  and	  marketplaces	  for	  finished	  products.	  By	  the	  time	  Germany	  arrived,	  most	  of	  the	  underdeveloped	  world	  was	  already	  controlled	  by	  European	  powers.	  There	  was	  a	  scramble	  for	  alliances	  across	  Europe…	  No	  one	  wanted	  to	  be	  left	  without	  an	  ally,	  so	  most	  countries	  dove	  headlong	  into	  an	  international	  game	  of	  “Let’s	  Make	  A	  Deal.”	  Alliances	  were	  secret,	  often	  conflicting,	  and	  no	  one	  knew	  where	  anyone	  else	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stood.	  The	  modern	  nationalities	  of	  Europe	  were	  awakening,	  and	  particularly	  in	  the	  vast	  Hapsburg	  Empire,	  national	  groups	  were	  working	  aggressively	  for	  independence.	  Beneath	  its	  placid	  exterior,	  Europe	  was	  ready	  to	  explode.	  The	  spark	  that	  set	  things	  off	  was	  the	  assassination	  of	  Archduke	  Ferdinand9	  	  Richard	  Stengal,	  Time	  Magazine	  (interrupting):	  History	  is	  written	  by	  the	  victors,	  but	  what	  of	  those	  who	  called	  in	  sick	  that	  day?	  Or	  those	  who	  opted	  not	  to	  play?	  What	  of	  the	  individual	  who	  performed	  one	  small	  act	  that	  set	  in	  motion	  a	  great,	  grand	  tumult	  of	  actions	  that	  changed	  history?	  Consider	  Gavrilo	  Princip.	  He	  is	  the	  19-­‐year-­‐old	  Serbian	  student	  who	  assassinated	  Archduke	  Francis	  Ferdinand	  in	  Sarajevo	  in	  1914,	  which	  ignited	  the	  conflagration	  of	  World	  War	  I,	  which	  yielded	  the	  Treaty	  of	  Versailles,	  which	  deeply	  embittered	  an	  Austrian	  corporal	  named	  Adolf	  Hitler,	  who	  in	  response	  booted	  up	  the	  great	  horror	  of	  World	  War	  II,	  which	  yielded	  the	  Treaty	  at	  Yalta,	  which	  divided	  up	  Eastern	  Europe	  in	  such	  a	  way	  that	  another	  Serb	  named	  Slobodan	  Milosevic	  felt	  the	  need	  to	  ethnically	  cleanse	  Kosovo.	  Gavrilo	  Princip,	  Trigger	  of	  the	  Century.10	  	  Rick	  Steves,	  to	  Richard	  Stenger:	  Thanks	  for	  summarizing	  the	  rest	  of	  Europe’s	  20th	  Century	  so	  succinctly.	  	  	  Stenger	  (shrugs):	  Just	  the	  juicy	  stuff.	  	  	  
 
Me: (Shaking off their hostility) my grandfather’s family was already in 
America by WWII, and my grandfather and his brothers had been on team 
USA.  INSERT	  MONTAGE	  FROM	  BAND	  OF	  BROTHERS,	  SAVING	  PRIVATE	  RYAN,	  ETC.,	  maybe	  Tom	  Brokaw	  talking	  about	  “the	  Greatest	  Generation”	  
________________________________________________________ 
This point was clarified for anyone who would ask about my “heritage” for 
the next few years. The North Shore of Chicago has a substantial Jewish 
population, and I didn’t want them to get the wrong idea, just because some 
people went nuts over there after my family was already gone. 
 
It wasn’t until college application time that my dad’s family got real 
interesting. I received a call from my grandmother one day in the fall of my 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
9 Steves, Rick and Opshaw, Gene. Europe 101: History and Art for the Traveler. Santa 
Fe, New Mexico: John Muir Publications. 1996, p.223. 
 10	  Stengal,	  Richard.	  “Dubious	  Influences:	  The	  century	  had	  its	  minor	  villains	  and	  antiheroes	  who	  caused	  no	  little	  bit	  of	  havoc”	  Time	  June	  14,	  1999.	  Retrieved	  10/4/06:	  http://www.time.com/time/magazine/article/0,9171,991271,00.html	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senior year. “Christy, if you’re looking for scholarships, you can also check 
under Czech, or maybe Austrian.”  
“Aren’t you from Germany?” 
“Oh, actually we were on the border. We were occupied by Germany at the 
time, but now the town is in Czechoslovakia. We spoke a dialect of German, 
but really only people in the town know it. And my father was born in 
Austria, so you may be able to get money that way.”  Screen	  card:	  ethnicity	  is	  also	  constructed	  by	  external	  social,	  economic,	  and	  political	  processes11	  ________________________________________________________________________ 
I had no idea what the Czechoslovakian people had even done, let alone how 
to be one of them. What did they eat? And if we were German-occupied-
Czechoslovakian, why did we eat Hungarian Goulash?  
 Rick	  Steves:	  Psst….HAPSBURG	  EMPIRE,	  AUSTRIA-­‐HUNGARY????	  (pointing	  at	  a	  map	  of	  Europe)	  
 
(Understanding) Oh. This might be a good time to note that my family is from 
a town called “Deutschproben” which was a German settlement.  
 
I just found out last week, when asking my Grandmother about it  
 
that it wasn’t officially in Germany, ever. It was a town with its own 
government, and  
a dialect that was a mishmash of German, Slovakian, and maybe even Yiddish.  
 
No one else speaks it, so it was really easy for my grandparents to realize 
they had a shared history  
when the met in Chicago some 20 years after my Grandfather immigrated.  
 
But the town is now in Slovakia, so  
I have been mistaken for the past 12 years,  
telling people it was in the Czech Republic.  
 
The town is now called by its Slovak name Nipranskeprazno. Apparently the 
Germans settled there long before the Hapsburg Empire even.  	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
11 Nagel, Joane. “Constructing Ethnicity: Creating and Recreating Ethnic Identity and 
Culture” Social Problems, Vol. 41, No. 1, Special Issue on Immigration, Race, and 
Ethnicity in America (Feb., 1994), pp. 152-176 
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Chartering my scholarship eligibility involved tracing a course through 
occupied territories, contested ethnicities, politics of oppression and attempts 
at amends.	  	  	  
Living my ethnic identity has been a punch line, running gag, and an exercise 
in the construction of meaning  
 
since that day in third grade.  
 
Ever since last week,  
that conversation with my Grandma,  
I’ve been wondering where my Slovak community is.   	  Scholar:	  The	  construction	  of	  ethnic	  identity	  and	  culture	  is	  the	  result	  of	  both	  structure	  and	  agency-­‐a	  dialectic	  played	  out	  by	  ethnic	  groups	  and	  the	  larger	  society.	  Ethnicity	  is	  the	  product	  of	  actions	  undertaken	  by	  ethnic	  groups	  as	  they	  shape	  and	  reshape	  their	  self-­‐definition	  and	  culture;	  however,	  ethnicity	  is	  also	  constructed	  by	  external	  social,	  economic,	  and	  political	  processes	  and	  actors	  as	  they	  shape	  and	  reshape	  ethnic	  categories	  and	  definitions.	  	  
LEARNING	  THE	  SELF	  THROUGH	  FOOD:	  
THE	  PERSONAL	  IS	  PERFORMATIVE,	  POLITICAL	  AND	  CULINARY	  	  SCENE	  1:	  A	  STORY	  (AS	  TOLD	  TO	  ME	  BY	  MY	  MOTHER):	  	  
No	  one	  could	  believe	  it	  when	  you	  were	  born.	  So	  fair,	  so	  blonde,	  such	  big	  eyes.	  Looking	  
so	  much	  like	  your	  Dad.	  It	  was	  almost	  impossible	  to	  see	  any	  of	  me	  in	  you.	  Abuelo,	  he	  just	  
couldn’t	  wrap	  his	  head	  around	  it—how	  his	  first	  grandchild	  looked	  so	  little	  like	  the	  
family.	  But	  when	  he	  saw	  you	  eat,	  with	  such	  gusto,	  he	  would	  smile	  and	  say	  “oh,	  there	  is	  
that	  Cuban	  girl!	  Look	  at	  her	  take	  the	  beans	  and	  plantains.”	  He	  was	  a	  smart,	  
sophisticated	  man,	  but	  kind	  of	  simple	  like	  that.	  He	  thought	  that	  it	  was	  genetic.	  	  
We	  laugh.	  “Did	  you	  tell	  him	  I	  ate	  everything	  like	  that?”	  I	  ask.	  	  
“No,	  you	  liked	  Cuban	  food	  because	  you	  are	  Cuban.	  That’s	  all	  there	  was	  to	  it.”	  ***	  Performances	  and	  their	  representations	  reside	  in	  the	  center	  of	  lived	  experience.	  We	  cannot	   study	   experience	   directly.	   We	   study	   it	   through	   and	   in	   its	   performative	  representations.	   Culture,	   so	   conceived,	   turns	   performance	   into	   a	   site	   where	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memory,	   emotion,	   fantasy,	   and	   desire	   interact	   with	   another	   (Madison	   1998:277).	  (Denzin	  2003:12)	   ***	  Eating	   is	   never	   a	   "purely	   biological"	   activity	   (whatever	   purely	   biological	   means).	  The	  foods	  eaten	  have	  histories	  associated	  with	  the	  pasts	  of	  those	  who	  eat	  them;	  the	  techniques	  employed	  to	  find,	  process,	  prepare,	  serve	  and	  consume	  the	  foods	  are	  all	  culturally	  variable,	  with	  histories	  of	  their	  own.	  Nor	  is	  the	  food	  ever	  simply	  eaten;	  its	  consumption	  is	  always	  conditioned	  by	  meaning.	  These	  meanings	  are	  symbolic,	  and	  communicated	  symbolically;	  they	  also	  have	  histories	  (Mintz	  1996:	  7).	  	   Food	  has	  a	  memory.	  Recipes	  are	  inscribed	  with	  historical	  migrations,	  invasions,	  and	  border	  crossings.	  Sauerkraut,	  so	  often	  associated	  with	  German	  cuisine,	  originated	  in	  China,	  and	  was	  brought	  to	  the	  region	  by	  the	  Tartars.	  Similarly,	  plantains,	  so	  integral	  to	  Caribbean	  and	  Latin	  American	  food,	  originated	  in	  West	  Africa	  and	  were	  brought	  to	  the	  new	  world	  by	  slave	  traders.	  	  The	  discovery	  of	  the	  New	  World	  brought	  tomatoes	  to	  Europe,	  which	  were	  quickly	  integrated,	  into	  the	  cuisine.	  Each	  cuisine	  reflects	  and	  re-­‐constitutes	  the	  historical	  relations	  that	  contributed	  to	  its	  production.	  Faced	  with	  changing	  landscapes	  and	  available	  ingredients	  cooks	  adapted	  their	  techniques.	  	  We	  articulate	  ourselves	  through	  food.	  What	  we	  do	  not	  eat	  says	  just	  as	  much	  about	  what	  we	  do	  eat.	  I	  do	  not	  recall	  ever	  having	  to	  “prove”	  my	  German/Slovakian	  credentials,	  but	  given	  my	  fair	  complexion,	  I	  have	  been	  challenged	  on	  my	  claims	  to	  a	  Cuban	  identity.	  This	  ranged	  from	  incredulity	  to	  disbelief,	  to	  perhaps	  a	  resentment	  of	  my	  ability	  to	  claim	  such	  an	  identity,	  while	  not	  “looking	  it.”	  Using	  food	  as	  a	  method	  of	  understanding	  how	  we	  produce	  and	  re-­‐construct	  our	  identities,	  I	  take	  “You	  are	  what	  You	  Eat”	  quite	  literally.	  As	  a	  multi-­‐ethnic	  individual,	  my	  identity	  never	  “rests”	  in	  any	  one	  location,	  I	  am	  alternately	  Latina	  or	  German-­‐American,	  but	  my	  lived	  experience	  has	  not	  been	  one	  of	  syncretism:	  you	  can’t	  have	  your	  spaetzle	  and	  eat	  your	  plantains	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too.	  I	  am	  a	  hybrid—and	  have	  always	  understood	  the	  multiplicity	  of	  my	  subject	  positions	  and	  felt	  the	  contradictions	  of	  my	  cultural	  allegiances.	  	  In	   the	  modern	  or	  modern/colonial	   regime,	   the	   transformation	  of	  nature	   into	   food	  also	   involves	   a	   specific	   configuration	   of	   capital,	   science,	   technology,	   and	   powerful	  institutions	  that	  together	  work	  to	  standardize	  diets	  and	  everyday	  experiences	  with	  food,	  including	  the	  methods	  and	  knowledge	  used	  to	  produce	  it.	  	  This	  in	  turn	  has	  led	  to	   the	  creation	  of	  a	  standardized	  discourse,	  which	   is	  used	   to	  speak	  about	   food.	  	   In	  addition	  to	  the	  macro-­‐politics,	  food-­‐related	  processes	  also	  function	  as	  a	  resource	  for	  individual	   protest	   as	   well	   as	   a	   community-­‐building	   space	   and	   a	   ritual	   for	   the	  reaffirmation	  of	  group	  alliances	  (Flannery	  and	  Mincyte,	  2008).	  	  	  To	  state	  that	  food	  is	  fundamental	  is	  at	  once	  a	  cliché	  and	  an	  understatement.	  But	  it	  bears	  repeating	  here,	  because	  the	  project	  at	  hand	  hinges	  upon	  the	  ubiquity	  of	  food	  as	  a	  means	  for	  self-­‐expression.	  At	  its	  most	  basic	  level,	  it	  is	  a	  biological	  necessity—we	  must	  eat	  to	  live.	  	   ***	  CHICAGO,	  2004.	  	  
I’ve	  been	  marinating	  pork	  all	  day	  in	  lime,	  orange	  juice,	  onion	  and	  garlic.	  I’ll	  start	  
roasting	  it,	  then	  begin	  frying	  the	  plantains.	  In	  my	  northside	  neighborhood,	  the	  Whole	  
Foods	  is	  the	  only	  place	  that	  has	  them.	  I	  splurged	  to	  buy	  them	  last	  week	  when	  they	  were	  
green.	  Now,	  they’ve	  been	  ripening	  on	  the	  counter	  for	  days.	  They’re	  all	  black,	  just	  
beginning	  to	  shrivel	  and	  look	  too	  old	  to	  use—when	  they	  are	  at	  their	  sweetest.	  Arriving	  
home,	  I	  realize	  with	  dismay	  that	  they	  are	  gone.	  My	  roommate	  enters	  the	  room.	  “Oh,	  I	  
threw	  out	  those	  bananas	  you	  bought—they	  were	  looking	  really	  rotten.	  Why	  would	  you	  
buy	  them	  if	  you	  weren’t	  going	  to	  eat	  them	  sooner?”	  My	  attempts	  to	  recreate	  my	  childhood	  fare	  were	  met	  with	  mystified	  looks	  from	  many	  of	  my	  roommates	  over	  the	  years.	  Whether	  lacking	  an	  understanding	  of	  plantains,	  or	  not	  recognizing	  yucca	  in	  the	  fridge,	  these	  became	  markers	  of	  my	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difference.	  Putting	  lime	  on	  meat—be	  it	  steak	  or	  chicken	  was	  met	  with	  a	  wrinkled	  nose	  by	  one	  roommate,	  who	  didn’t	  understand	  how	  I	  could	  stand	  to	  eat	  citrus	  and	  meat.	  Stand	  to	  eat	  it?	  I	  craved	  the	  combination,	  the	  way	  the	  lime	  brought	  out	  the	  onion	  and	  garlic	  the	  meat	  had	  been	  cooked	  in.	  	  FOOD	  IN	  PERFORMANCE	  
Exposition:	  	  "Because	  culture	  is	  emergent	  in	  human	  interaction	  rather	  than	  located	  deep	  inside	  individual	   brains	   or	   hearts,	   or	   loosely	   attached	   to	   external	   material	   objects	   or	  impersonal	   social	   structures,	   dramas	  are	   a	  powerful	  way	   to	  both	   shape	  and	   show	  cultural	  construction	  in	  action."	  (Tedlock,	  2005:	  470)	  	  When	  playwright	  Robin	  Soans	  and	  directors	  Tim	  Roseman	  and	  Rima	  Brihi	  traveled	  to	   Israel,	   the	  West	   Bank,	   and	  Gaza	   in	   2003	   to	   interview	  people	   for	   the	   play,	   they	  asked	   each	   person	   to	   share	   their	   favorite	   recipe	   as	   a	   means	   of	   starting	   the	  conversation.	   The	   ingredients,	   dishes	   and	   rituals	   of	   eating	   had	   much	   in	   common	  between	   the	   diverse	   groups	   of	   Christians,	   Jews	   and	   Muslims	   they	   met.	   People	  showed	  great	  pride	  and	  enthusiasm	  in	   the	   food	  they	  prepared	  and	  shared	   in	   their	  homes,	  restaurants	  shops	  and	  cafes,	  yet	  the	  events	  outside	  these	  locations	  inevitably	  became	   part	   of	   the	   discussion.	   It	   was	   impossible	   to	   discuss	   recipes	   without	   also	  talking	   about	   how	   difficult	   it	   is	   to	   get	   the	   ingredients	   during	   a	   siege,	   or	   the	   daily	  challenges	  of	  negotiating	   through	   check	  points,	   or	   the	   terror	  when	  an	  unattended	  bag	  is	  discovered	  at	  a	  shop,	  or	  how	  an	  ordinary	  trip	  to	  the	  supermarket	  is	  anything	  but	  ordinary	  when	  a	  suicide	  bomber	  attacks	  it.	  	  (excerpt	  from	  the	  playbill	  for	  the	  The	  Arab-­‐Israeli	  Cookbook,	  Chambers,	  2009)	  	  	  
SCENE	  ONE:	  CHICAGO,	  SPRING	  2009	  The	  Chicago	  Department	  of	  Cultural	  Affairs’	  DCA	  Theater’s	  Spring	  2009	  season	  included	  the	  Midwest	  premiere	  of	  The	  Arab-­‐Israeli	  Cookbook,	  produced	  by	  Theatre	  MIR.	  The	  play	  exemplifies	  what	  Kirschenblatt-­‐Gimblett	  (1998)	  considers	  the	  “power”	  of	  the	  “drama	  of	  the	  quotidian,”	  that	  is,	  when	  “one	  man’s	  life	  is	  another	  man’s	  spectacle”	  (47).	  In	  this	  case	  the	  reality	  of	  the	  violence	  of	  the	  Middle	  East	  comes	  alive	  through	  the	  evocative	  scenes	  and	  narratives	  performed	  in	  a	  black	  box	  theater—no	  stage,	  so	  the	  performers	  are	  on	  the	  same	  level	  as	  the	  audience,	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performed	  in	  the	  round,	  with	  minimal	  staging	  and	  props.	  Because	  the	  quotidian,	  by	  its	  very	  nature,	  is	  taken-­‐for-­‐granted,	  presented	  to	  us	  as	  seamless	  and	  commonsense,	  “genre	  errors”—the	  moments	  that	  become	  available	  as	  spectacle—become	  extremely	  appealing.	  The	  spectacle	  of	  the	  Other,	  and	  the	  mundane	  activities	  therein,	  offer	  us	  an	  opportunity	  to	  reflect	  upon	  ourselves.	  In	  this	  example,	  the	  intertwined	  narratives	  of	  food	  and	  community	  unite	  not	  only	  the	  residents	  of	  Israel,	  Gaza,	  and	  the	  West	  Bank	  represented	  in	  the	  script,	  but	  also	  the	  audience	  in	  the	  common,	  communal	  experience	  of	  sustenance.	  As	  Kirschenblatt-­‐Gimblett	  notes,	  "Such	  encounters	  force	  us	  to	  make	  comparisons	  that	  pierce	  the	  membrane	  of	  our	  own	  quotidian	  world,	  allowing	  us	  for	  a	  brief	  moment	  to	  be	  spectators	  of	  ourselves,	  an	  effect	  that	  is	  also	  experiences	  by	  those	  on	  display"	  (48).	  The	  staged	  play	  is	  a	  co-­‐performance	  (Denzin	  2003:	  xi)	  bringing	  the	  audience	  into	  the	  text,	  to	  create	  a	  field	  of	  shared	  emotional	  experience.	  	  The	   significance	   of	   the	   performance	   for	   the	   subjects	   of	  my	   fieldwork	   is	   for	   those	  who	   bear	   witness	   to	   their	   stories	   to	   interrogate	   actively	   and	   purposefully	   those	  processes	   that	   limit	   their	   health	   and	   freedom…	   I	   do	   not	   mean	   to	   imply	   that	   one	  performance	   can	   bring	   down	   a	   revolution,	   but	   one	   performance	   can	   be	  revolutionary	  in	  enlightening	  citizens	  to	  the	  possibilities	  that	  grate	  against	  injustice.	  (Madison	  2005b,	  538)	  	  	  The	  performance	  ends	  with	  a	  call	  for	  reflection,	  the	  artistic	  director’s	  note	  concluding	  that	  the	  play	  is	  “a	  catalyst	  for	  discussion	  within	  our	  company	  and	  with	  our	  audiences	  about	  why	  persistent	  conflicts	  exist	  in	  our	  world,	  and	  the	  obstacles	  to	  achieving	  peace…Use	  this	  production	  as	  a	  place	  to	  begin	  or	  continue	  the	  conversation	  with	  us	  and	  with	  each	  other.”	  	  
	   	   	  61
	   In	  this	  manner	  food	  is	  mobilized	  as	  the	  vehicle	  through	  which	  to	  connect	  these	  narratives.	  Initially,	  the	  playwright	  and	  directors	  asked	  about	  recipes	  and	  food	  to	  start	  the	  conversations,	  leading	  to	  larger	  discussions	  of	  the	  political	  situation—checkpoints,	  supermarket	  bombings,	  and	  shortages	  during	  sieges.	  But	  during	  the	  performance	  food	  also	  highlights	  the	  commonalities,	  as	  the	  narratives	  highlight	  many	  the	  same	  food	  items—dolma,	  hummus,	  olives,	  and	  tabbouleh—even	  if	  called	  by	  different	  names.	  In	  doing	  so,	  the	  playwright	  and	  directors	  create	  what	  Madison	  (2005b)	  terms	  a	  “performance	  of	  possibilities”-­‐-­‐“aimed	  to	  create	  and	  contribute	  to	  a	  discursive	  space	  where	  unjust	  systems	  and	  processes	  are	  identified	  and	  interrogated"	  (538).	  EIGHTH	  GRADE.	  	  
At	  the	  urging	  of	  my	  doctor,	  and	  in	  an	  attempt	  to	  escape	  the	  malicious	  attentions	  of	  my	  
classmates,	  I	  endeavor	  to	  “trim	  down”	  a	  bit.	  At	  my	  abuela’s	  for	  dinner,	  I	  somewhat	  
sheepishly	  turn	  down	  the	  offering	  of	  seconds.	  She	  stands	  over	  me,	  wooden	  spoon	  
holding	  another	  serving	  of	  picadillo	  in	  hand,	  and	  looks	  crestfallen,	  then	  incredulous.	  
Did	  you	  not	  like	  it?	  Not	  accusingly,	  but	  concerned—what	  had	  she	  forgotten?	  Had	  she	  
added	  too	  much	  of	  some	  spice?	  My	  abuelo	  presses	  me—what	  is	  it?	  I	  meekly	  say	  that	  I	  
liked	  it	  a	  lot	  but	  am	  full?	  This	  scene	  is	  repeated	  in	  various	  incarnations	  over	  the	  years,	  
indeed	  to	  this	  day.	  They	  knew	  the	  logic	  behind	  the	  self-­‐denial,	  and	  were	  supportive.	  But	  
they	  could	  not	  understand-­‐-­‐how	  can	  someone	  turn	  down	  flan?	  But	  they’re	  plantains-­‐-­‐
who	  cares	  if	  they	  are	  fried?	  It	  can’t	  be	  that	  bad	  for	  you	  if	  it	  tastes	  so	  good.	  	  Carole	  M	  Counihan,	  Anthropologist,	  in	  The	  Anthropology	  of	  Food	  and	  Body:	  gender,	  
meaning	  and	  power:	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The	  pathological	  and	  misogynistic	  nature	  of	  American	  women’s	  obsessive	  fear	  of	  fat,	  and	  restrictive	  eating	  shows	  up	  sharply	  when	  contrasted	  with	  the	  more	  empowering	  attitudes	  and	  habits	  prevailing	  in	  other	  cultures.	  In	  the	  majority	  of	  cultures	  for	  which	  data	  exist,	  plumpness	  is	  preferred,	  especially	  for	  women,	  because	  it	  is	  associated	  with	  fertility,	  hardiness,	  power,	  good	  nurturance,	  and	  love	  (11).	  	  	  I	  now	  realize	  that	  there	  were	  very	  different	  cultural	  dictates	  at	  work.	  Consistent	  with	  stereotypes	  of	  Latin	  American	  cultures,	  curvy	  bodies	  are	  not	  a	  reviled	  as	  they	  are	  within	  mainstream	  “white”	  society.	  Food	  is	  for	  enjoying	  and	  pleasure,	  and	  so	  long	  as	  there	  is	  food	  on	  the	  table,	  self-­‐denial	  is	  not	  virtuous—it’s	  wasteful	  and	  unnecessary.	  As	  immigrants,	  the	  dinner	  table	  was	  also	  the	  place	  where	  “Cuba”	  still	  existed.	  Ellis	  and	  Bochner	  (2005)	  write	  "Life	  both	  anticipates	  telling	  and	  draws	  meaning	  from	  it.	  Narrative	  is	  both	  about	  living	  and	  part	  of	  it"	  (746).	  Autoethnography,	  and	  narrative	  ethnography	  is	  a	  means	  through	  which	  we	  produce	  the	  knowledges	  that	  give	  life	  meaning	  and	  coherence.	  In	  my	  experience	  the	  dinner	  table	  was	  a	  site	  of	  negotiation	  and	  navigation	  between	  Cuba	  and	  Chicago,	  loss	  and	  nostalgia,	  memory	  and	  modernity.	  	  In	  Performance	  Ethnography	  (2003)	  Denzin	  writes,	  “Culture,	  seen	  in	  the	  rear	  view	  of	  memory	  comes	  alive	  as	  spectacle,	  a	  performance,	  a	  series	  of	  improvised	  doings,	  big	  people	  acting	  out	  their	  versions	  of	  being	  adults-­‐-­‐the	  personal	  and	  political	  interacting	  with	  one	  another”	  (141).	  Reflecting	  on	  my	  encounters	  with	  food,	  ethnicity,	  and	  my	  experience,	  I	  can	  see	  the	  manner	  in	  which	  culture	  is	  inscribed	  on,	  and	  in,	  my	  body.	  But	  I	  contend	  that	  there	  is	  much	  more	  to	  be	  discovered	  about	  the	  ways	  we	  negotiate	  our	  identities	  and	  various	  allegiances	  if	  the	  sharpen	  the	  focus	  in	  the	  rear	  view	  mirror	  of	  culture,	  and	  look	  at	  the	  places	  where	  cultures	  collide,	  such	  as	  the	  table.	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REALITY	  TV	  AND	  THE	  FOOD	  MOMENT	  
	  
The	  Official	  Foodie	  Handbook	  first	  coined	  the	  term	  “foodie”	  in	  1984.	  This	  was	  the	  culmination	  of	  decades	  of	  shifts	  in	  media	  trends	  relating	  to	  food	  content—the	  first	  being	  the	  launch	  of	  Gourmet	  magazine	  in	  1941,	  presenting	  food	  as	  essential	  to	  “good	  living”	  and	  a	  cornerstone	  of	  the	  aspirational	  life	  (Rousseau,	  2012.)	  British	  cookbook	  author	  Elizabeth	  David’s	  1950	  A	  Book	  of	  Mediterranean	  Food	  is	  credited	  with	  “expanding	  the	  national	  culinary	  imagination”	  and	  “creating	  the	  appetite	  for	  the	  kind	  of	  food	  fantasy	  we	  now	  call	  culinary	  tourism”	  (10).	  Finally	  the	  launch	  of	  food	  television	  and	  the	  modern	  celebrity	  chef—which	  paradoxically,	  “teaches	  you	  how	  to	  cook,	  but	  keeps	  you	  away	  from	  the	  stove”	  (12)	  has	  cemented	  the	  centrality	  of	  culinary	  knowledge	  and	  dexterity	  (either	  in	  the	  home	  or	  at	  restaurants)	  as	  essential	  to	  one’s	  cultural	  status.	  In	  this	  manner,	  television	  and	  food	  media	  generated	  a	  desiring	  subject,	  one	  who	  consumed	  via	  images,	  but	  not	  self-­‐production.	  	  Owned	  by	  the	  Scripps	  Network,	  the	  Food	  Network	  was	  launched	  in	  2006.	  Its	  sister	  network,	  the	  Cooking	  Channel	  started	  operation	  in	  2010.	  Scripps	  also	  owns	  the	  Travel	  Channel,	  which	  features	  Anthony	  Bourdain’s	  “No	  Reservations”	  and	  “Bizarre	  Foods	  with	  Andrew	  Zimmern”	  two	  food	  based	  travel	  shows.	  The	  investment	  in	  food	  television	  has	  proven	  lucrative—according	  to	  some	  reports,	  the	  Food	  Network	  draws	  an	  average	  of	  one	  million	  household	  viewers	  a	  night,	  as	  well	  as	  a	  valuable	  advertising	  demographic	  (Alva,	  2012).	  The	  Food	  Network	  and	  Cooking	  Channel’s	  celebrity	  chefs	  also	  exist	  as	  brands	  beyond	  their	  shows—they	  have	  restaurant	  chains	  in	  various	  US	  cities	  (and	  Mario	  Batali	  has	  restaurants	  in	  Hong	  Kong	  and	  Singapore);	  lines	  of	  cookware;	  cookbooks,	  and	  daytime	  talk	  shows,	  as	  in	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the	  case	  of	  Rachael	  Ray	  and	  Batali.	  They	  participate	  in	  political	  projects,	  often	  related	  to	  nutrition,	  obesity,	  and	  troubled	  youth	  employment	  (Jaime	  Oliver	  and	  Ray	  are	  particularly	  salient	  examples).	  	  Above	  all,	  they	  serve	  as	  cultural	  ambassadors.	  Shows	  such	  as	  The	  Barefoot	  
Contessa	  and	  Giada	  at	  Home	  portray	  an	  upper-­‐middle	  class	  cosmopolitan	  sensibility,	  while	  The	  Pioneer	  Woman,	  based	  on	  a	  popular	  blog	  about	  a	  do-­‐it-­‐yourself	  Oklahoma	  mom	  celebrates	  a	  rural,	  ranching,	  back-­‐to-­‐the	  land	  sensibility.	  Meanwhile,	  Diners,	  
Dine-­‐ins,	  and	  Dives	  and	  Man	  vs.	  Food	  celebrate	  the	  United	  States’	  tradition	  of	  greasy	  spoons,	  hot	  dogs,	  and	  big	  burgers.	  As	  Rachel	  Ray	  travels	  through	  US	  cities	  on	  $40	  day,	  and	  Anthony	  Bourdain	  and	  Andrew	  Zimmern	  globe	  trot	  snacking	  on	  exotic	  delicacies,	  viewers	  are	  introduced	  to	  worlds	  (via	  mediascapes)	  beyond	  their	  immediate	  purview.	  In	  these	  cases,	  food	  television	  presents	  an	  escape	  from	  everyday	  anxieties	  (Rousseau	  2012),	  yet	  paradoxically,	  the	  trends	  of	  food	  culture	  reveal	  the	  underlying	  anxieties	  regarding	  a	  loss	  of	  authentic	  culture	  in	  the	  face	  of	  a	  globalized	  world.	  As	  food	  cultures	  are	  celebrated,	  they	  are	  venerated	  for	  their	  authenticity	  and	  traditional	  natures	  in	  the	  face	  of	  an	  increasingly	  transnational	  and	  multicultural	  modernity.	  	  Cable	  television,	  and	  reality	  television	  in	  general,	  operates	  in	  tandem	  within	  neoliberal	  frameworks	  to	  produce	  audiences	  that	  are	  desired	  consumers	  and	  also	  willing	  subjects	  as	  television	  instructs	  us	  in	  the	  “constitution”	  of	  everyday	  life	  (Ouellette	  and	  Hay,	  2008).	  Thus,	  the	  celebrity	  chef	  interventions	  in	  policy	  and	  health	  initiatives	  dovetail	  with	  neoliberalism’s	  focus	  on	  individual	  empowerment	  over	  policy-­‐based	  solutions,	  expert-­‐based	  knowledge,	  or	  “science”.	  Rachel	  Ray’s	  “Yum-­‐O”	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program	  “empowers	  kids	  and	  their	  families	  to	  develop	  healthy	  relationships	  with	  food	  and	  cooking”	  (www.yum-­‐o.org).	  The	  website	  promises	  to	  be	  a	  “24/7”	  source	  of	  support	  while	  families	  “gain	  confidence	  in	  the	  kitchen”	  and	  move	  towards	  making	  healthier	  choices.	  Ray	  is	  not	  a	  professional	  chef,	  much	  less	  a	  nutritionist.	  Her	  cooking	  shows	  do	  not	  provide	  “healthy”	  recipes,	  and	  nutritional	  information.	  Yet	  as	  Laura	  Lindenfeld	  (2010)	  notes,	  it	  is	  the	  structural	  nature	  of	  commercial	  television—a	  medium	  devoted	  to	  the	  promotion	  of	  consumption—rather	  than	  critiques	  of	  individual	  celebrities	  and	  programs	  that	  frame	  the	  larger	  questions	  of	  how	  such	  a	  medium	  can	  be	  usefully	  engaged	  to	  reduce	  consumption.	  As	  a	  vehicle	  designed	  to	  encourage	  audience	  consumption	  of	  advertised	  goods,	  it	  seems	  unlikely	  that	  the	  healthiest	  consumption	  choice	  (a	  reduction	  of	  caloric	  intake	  and	  consumer	  expenditure)	  would	  be	  promoted	  on	  commercial	  television.	  	  Reality	  television,	  and	  particularly	  the	  genre	  of	  lifestyle	  television	  that	  the	  Scripps	  networks	  trades	  in,	  representing	  the	  nexus	  of	  aspiration,	  education,	  and	  authority	  that	  have	  come	  to	  characterize	  celebrity	  culture	  under	  neoliberalism.	  As	  Toby	  Miller	  (2007)	  observes	  that	  starting	  in	  the	  1970s,	  discourses	  about	  food	  in	  the	  media	  became	  as	  much	  about	  teaching	  taste	  –offering	  “instruction	  on	  enjoyment	  rather	  than	  production”	  (119).	  This	  echoes	  Ouellette	  and	  Hay’s	  approach	  to	  studying	  television	  as	  a	  “cultural	  technology,”	  which	  focuses	  our	  attention	  on	  television’s	  power	  to	  turn	  audiences	  towards	  the	  tasks	  of	  everyday	  life.	  This	  provides	  a	  “way	  of	  shaping	  the	  civil	  society	  upon	  which	  liberal	  government	  depends	  and	  acts”	  (14).	  Reality	  television	  prepares	  viewers	  for	  the	  tasks	  of	  daily	  life	  under	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neoliberal	  governance.	  This	  consists	  of	  the	  Bourdieuian	  cultivation	  of	  the	  proper	  tastes	  and	  desires,	  intending	  to	  create	  the	  ideal	  consumer	  for	  the	  marketplace.	  	  On	  the	  Food	  Network,	  this	  cultivation	  takes	  the	  form	  of	  presenting	  advertising	  content	  within	  television	  programming	  and	  a	  priming	  audiences	  to	  “personalize	  and	  customize	  televisual	  instruction”	  (Ouellette	  and	  Hay,	  31)	  as	  consumers.	  Tourism	  enters	  this	  synergistic	  platform,	  as	  one	  of	  the	  many	  commodities	  featured	  in	  conjunction	  with	  the	  lifestyles	  depicted	  on	  the	  varied	  programs	  offered.	  Food	  and	  its	  preparation	  are	  showcased	  as	  a	  means	  of	  selling	  restaurants	  and	  locations	  as	  tourism	  destinations.	  The	  Food	  Network,	  Cooking	  
Channel,	  and	  Travel	  Channel	  function	  to	  alert	  audiences	  to	  the	  possibilities	  of	  other	  foodways,	  but	  also	  to	  the	  representations	  of	  other	  potential	  travel	  destinations—either	  restaurants	  in	  one’s	  city,	  or	  exotic	  locales	  abroad.	  	  	  
MEDIATIONS	  OF	  SPAIN	  	  Lifestyle	  and	  leisure	  shows	  play	  an	  important	  role	  in	  determining	  the	  images	  of	  Spain	  that	  circulate	  within	  transnational	  mediascapes.	  As	  government	  agencies	  seek	  partnerships	  with	  private	  networks	  and	  producers	  to	  showcase	  their	  locations	  in	  the	  hopes	  that	  audiences	  will	  be	  inspired—not	  to	  only	  to	  cook,	  but	  also	  to	  visit.	  Local	  and	  regional	  governments	  and	  state	  agencies	  work	  in	  conjunction	  with	  television	  producers	  and	  private	  companies	  to	  produce	  destination	  television	  shows.	  Meanwhile,	  the	  shows	  themselves	  provide	  a	  showcase	  for	  the	  cuisine	  and	  culture	  of	  a	  location—encouraging	  culinary	  tourism	  both	  at	  home	  (in	  local	  restaurants	  or	  gourmet/specialty	  retailers)	  and	  abroad.	  The	  narratives	  of	  “culinary	  tourism	  television”	  introduce	  audiences	  to	  the	  “foreign	  and	  exotic”	  (although	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sometimes	  under	  the	  guise	  of	  the	  “local	  and	  what-­‐you-­‐thought-­‐was-­‐familiar)	  through	  narratives	  of	  authenticity	  and	  heritage.	  	  Taken	  together,	  No	  Reservations,	  Bizarre	  Foods	  with	  Andrew	  Zimmern,	  Spain:	  
on	  the	  Road	  Again,	  and	  José	  Andrés:	  Made	  in	  Spain	  present	  a	  vision	  of	  Spain	  that	  is	  food	  first—	  “Spain	  is	  a	  modern	  food	  lovers	  paradise”	  (Bizarre	  Foods,	  1:6).	  As	  the	  shows	  explicate	  this,	  they	  also	  educate	  viewers	  in	  what	  to	  be	  alert	  for—either	  as	  they	  cook	  “Spanish”	  food	  at	  home	  (I	  ordered	  this	  Manchego	  cheese	  to	  pair	  with	  our	  Tempranillo	  wine),	  eat	  Spanish	  cuisine	  at	  restaurants	  (a	  “true”	  paella	  is	  only	  made	  in	  this	  manner!),	  or	  travel	  (Andalucía	  is	  the	  true	  home	  of	  gazpacho).	  Narratives	  of	  heritage	  and	  authenticity	  factor	  into	  these	  tales,	  as	  expertise	  is	  often	  based	  on	  a	  combination	  of	  experience	  and	  nativism—official	  credentials,	  such	  as	  education	  or	  science,	  are	  rarely	  brought	  forward.	  	  	  
No	  Reservations	  premiered	  in	  2005	  featuring	  “bad	  boy”	  chef	  Anthony	  Bourdain	  travelling	  the	  world,	  offering	  insight	  into	  both	  the	  food	  culture	  and	  social	  scene.	  The	  informational,	  journalistic	  tone	  of	  his	  show	  is	  exemplified	  by	  the	  2007	  Emmy	  nomination	  it	  received	  for	  the	  special	  episode	  “Anthony	  Bourdain	  in	  Beirut,”	  when	  Bourdain	  and	  his	  staff	  were	  filming	  as	  the	  Lebanon	  War	  broke	  out.	  The	  “bad	  boy”	  persona	  is	  best	  exemplified	  by	  the	  titles	  from	  the	  first	  season—“France:	  Why	  the	  French	  Don’t	  Suck”	  (1:1),	  and	  “Iceland:	  Hello	  Darkness	  My	  Old	  Friend”	  (1:2).	  	  Airing	  in	  2007	  Bizarre	  Foods	  with	  Andrew	  Zimmern	  features	  chef	  Andrew	  Zimmern	  traveling	  the	  world,	  showcasing	  both	  the	  culture	  and	  foods	  located	  therein.	  The	  show	  takes	  a	  lighter	  tone	  and	  offers	  less	  commentary	  on	  the	  social	  culture	  of	  the	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locations,	  focusing	  on	  the	  food	  and	  preparation	  methods—explicitly	  seeking	  out	  the	  exotic	  and	  strange	  with	  a	  somewhat	  “slapstick”	  tone.	  	  Both	  these	  shows	  travel	  to	  Spain,	  which	  presents	  challenges	  for	  the	  shows’	  typical	  format	  of	  exotic	  locales	  and	  exotic,	  strange	  cuisine.	  Zimmern’s	  voice-­‐over	  introducing	  the	  segment	  highlights	  the	  hybridity	  of	  the	  Iberian	  peninsula—it	  is	  here	  that	  Roman,	  Aztec,	  and	  recent	  European	  influences	  that	  merge	  together.	  It	  also	  is	  emphasized	  that	  the	  Spanish	  “understand	  the	  value	  of	  tradition,	  yet	  embrace	  the	  unique	  and	  bizarre”	  in	  keeping	  with	  the	  show’s	  theme	  of	  seeking	  out	  the	  outer-­‐edge	  of	  edibility.	  Zimmern	  tours	  the	  country,	  visiting	  Botin,	  a	  300-­‐year-­‐old	  restaurant	  to	  try	  a	  roast	  suckling	  pig	  and	  baby	  eels;	  details	  and	  “fun	  facts”	  appear	  on	  the	  screen—such	  as	  “Suckling	  pig	  is	  most	  commonly	  eaten	  in	  central	  Spain.”	  As	  the	  pig	  arrives	  at	  the	  table,	  he	  explains	  the	  process	  of	  raising	  and	  cooking	  the	  pig,	  and	  of	  course	  eating	  it.	  He	  dives	  into	  the	  brains	  of	  the	  pig;	  sucking	  them	  out	  of	  what	  he	  calls	  the	  “pig	  skull,”	  he	  notes	  that	  some	  viewers	  might	  not	  find	  that	  appetizing.	  	  Several	  Galician	  products	  are	  showcased.	  Razor	  clams,	  percebes	  (gooseneck	  barnacles),	  buey	  (a	  type	  of	  crab,	  described	  as	  “one	  of	  those	  rare	  experiences”)	  and	  pulpo	  de	  gallego	  are	  all	  eaten	  but	  not	  contextualized	  in	  terms	  of	  their	  economic	  importance	  to	  the	  Galician	  region,	  their	  territory	  of	  origin,	  or	  the	  significance	  of	  autonomous	  communities	  to	  Spanish	  governance	  (indeed,	  what	  “gallego”	  means).	  They	  are	  consumed	  in	  Madrid,	  and	  throughout	  the	  episode,	  Galicia	  is	  translated	  as	  “northwest	  Spain.”	  	  And	  while	  horchata,	  a	  drink	  made	  from	  tigernuts	  and	  almond	  mike	  is	  mentioned	  as	  being	  from	  Cataluña	  there	  is	  no	  other	  mention	  of	  the	  various	  nations	  and	  autonomous	  communities	  that	  comprise	  Spain.	  Culturally,	  the	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bullfighting	  is	  highlighted	  (and	  Zimmern	  does	  eat	  bull	  testicles;	  although	  he	  has	  great	  difficulty	  finding	  them).	  His	  observations	  emphasize	  the	  “enviable	  lifestyle”	  of	  the	  Spaniards,	  and	  that	  what	  they	  “consider	  good	  (is)	  essential	  to	  the	  right	  to	  live.”	  With	  no	  mention	  of	  contemporary	  politics	  or	  culture,	  the	  show	  places	  Spain	  in	  a	  timeless	  space,	  where	  food	  and	  culture	  are	  fixed	  entities,	  essential	  representations	  of	  the	  nation.	  These	  representations	  are	  particularly	  problematic	  as	  the	  shows	  are	  aired	  in	  syndication,	  and	  compared	  by	  American	  audiences	  against	  the	  representations	  of	  the	  indignados	  protesting	  the	  austerity	  measures	  undertaken	  by	  the	  Zapatero	  and	  Rajoy	  governments.	  	  Anthony	  Bourdain’s	  gonzo	  journalism	  aesthetic	  encourages	  more	  engagement	  with	  contemporary	  politics	  and	  culture.	  Season	  4:17	  begins	  in	  Barcelona,	  with	  the	  claim	  “No	  one	  has	  eaten	  as	  well	  as	  we	  have	  the	  last	  week…	  Spain	  has	  the	  very	  best	  of	  western	  cookery,	  it	  is	  the	  best	  place	  in	  the	  western	  world	  to	  eat…Outside	  of	  Asia	  this	  is	  the	  most	  exciting	  place	  to	  eat	  in	  the	  world.”	  After	  a	  visit	  with	  Ferran	  Adria	  of	  El	  Bulli,	  the	  world’s	  most	  prominent	  molecular	  gastronomy	  restaurant,	  Bourdain	  and	  a	  friend	  go	  to	  a	  “local	  joint”—where	  they	  eat	  canned	  razor	  clams	  from	  Galicia.	  He	  exclaims	  “the	  world’s	  best	  seafood	  gets	  better	  in	  a	  can.”	  As	  the	  show	  explains	  the	  canning	  process,	  Galicia	  is	  mentioned	  as	  the	  premier	  place	  for	  seafood.	  Bourdain	  privileges	  Catalonia,	  with	  El	  Bulli,	  as	  the	  gastronomic	  center	  of	  Spain;	  but	  emphasizes	  the	  simplicity	  of	  Spanish	  cooking,	  even	  in	  the	  face	  of	  the	  high-­‐end	  gastronomy	  present.	  A	  trip	  to	  an	  onion	  field	  for	  the	  calçotada,	  where	  locals	  pick	  onion	  shoots,	  grill	  them	  over	  an	  open	  flame	  and	  eat	  them	  dipped	  in	  romesco	  sauce	  is	  described	  as	  Albert	  Adria,	  brother	  to	  Ferran,	  and	  El	  Bulli’s	  pastry	  chef’s	  	  “happy	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place.”	  The	  agricultural	  practices	  of	  planting	  and	  harvesting	  the	  onions	  are	  described	  in	  detail.	  	  Bourdain’s	  trip	  to	  Madrid	  coincided	  with	  Spain’s	  World	  Cup	  win	  (6:26).	  The	  episode	  spends	  a	  remarkable	  amount	  of	  time	  discussing	  the	  way	  that	  the	  world	  cup	  win	  unites	  the	  nation	  of	  Spain.	  This	  affords	  the	  show	  the	  opportunity	  to	  discuss	  the	  history	  of	  Spain’s	  20th	  century—their	  Francoist	  history	  and	  transition	  to	  democracy;	  including	  the	  autonomous	  communities.	  As	  Bourdain’s	  voice	  over	  notes	  “Spain’s	  world	  cup	  win	  brings	  together	  a	  large,	  diverse	  country.	  Everyone	  is	  using	  the	  flag	  and	  colors	  of	  Spain	  and	  it	  is	  not	  a	  political	  statement.”	  He	  discusses	  this	  with	  his	  native	  travel	  guides,	  and	  they	  agree,	  explaining	  the	  diversity	  of	  the	  autonomous	  communities,	  the	  history	  of	  Spain	  as	  a	  nation-­‐state,	  and	  Madrid’s	  “re-­‐birth”	  as	  a	  cosmopolitan	  city	  in	  the	  post-­‐Franco	  era.	  The	  show	  frames	  the	  world	  cup	  win	  as	  a	  way	  for	  Spain	  to	  recover	  patriotism.	  	  Bourdain	  talks	  to	  chefs	  and	  visits	  restaurants	  in	  throughout	  the	  episodes	  placing	  emphasis	  on	  the	  quality	  of	  the	  ingredients.	  He	  names	  the	  regions	  that	  foodstuffs	  come	  from—“The	  best	  seafood	  comes	  from	  Galicia.”	  At	  one	  restaurant,	  he	  is	  served	  Galician	  veal,	  announced	  to	  be	  “one	  of	  the	  world’s	  best	  products.”	  Viewers	  are	  taken	  on	  a	  virtual	  tour	  of	  the	  restaurants,	  markets,	  and	  countryside,	  No	  
Reservations	  seeks	  to	  explain	  the	  history	  and	  trends	  that	  are	  relevant	  to	  what	  they	  are	  watching;	  even	  as	  the	  tone	  and	  format	  of	  the	  show	  (as	  both	  an	  hour-­‐long	  lifestyle	  program,	  and	  commercial	  television)	  necessarily	  present	  a	  nostalgic	  and	  idealized	  image	  for	  easy	  commodification.	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Both	  No	  Reservations	  and	  Bizarre	  Foods	  observe	  that	  Spain	  has	  “amazing”	  food.	  Bourdain	  observes	  that	  Spaniards	  believe	  “good	  food	  is	  a	  birthright,”	  and	  marvels	  at	  the	  quality	  of	  the	  ingredients	  and	  the	  simplicity	  of	  preparation.	  This	  is	  in	  stark	  contrast	  to	  the	  observation	  that	  travel	  guide	  author	  Rick	  Steves	  made	  in	  his	  1998	  Spain	  guidebook:	  “The	  Spaniards	  eat	  to	  live,	  they	  don’t	  live	  to	  eat.”	  For	  him,	  and	  the	  rest	  of	  the	  culinary	  community	  in	  1998,	  the	  simplicity	  of	  preparation	  signaled	  a	  lack	  of	  interest	  in	  cuisine.	  Shortly	  after	  my	  arrival	  in	  Spain,	  long	  bus	  rides	  around	  the	  country	  were	  filled	  with	  my	  friends	  and	  I	  discussing	  the	  foods	  we	  missed	  from	  home.	  Tabasco	  sauce	  was	  packed	  in	  my	  backpack	  to	  spice	  up	  the	  olive-­‐oily	  dishes	  and	  bocadillos	  that	  we	  were	  served	  at	  bars	  and	  cafes.	  And	  how	  I	  longed	  for	  a	  big	  salad!	  These	  were	  the	  days	  of	  fusion	  cuisine,	  carbs	  were	  okay,	  but	  fat	  and	  meat	  were	  bad	  (it	  would	  be	  two	  years	  before	  the	  Atkins	  diet	  would	  have	  me	  wishing	  I’d	  eaten	  more	  jamon	  when	  I	  had	  the	  opportunity).	  My	  señora,	  or	  host	  mother,	  had	  a	  leg	  of	  jamón	  serrano	  that	  her	  children	  had	  given	  her	  for	  Christmas.	  It	  sat	  on	  the	  kitchen	  counter,	  in	  a	  vise,	  positioned	  so	  that	  it	  was	  the	  first	  thing	  I	  saw	  in	  the	  morning	  as	  I	  left	  my	  bedroom.	  In	  a	  United	  States	  that	  advertises	  pork	  as	  “white	  meat”	  and	  served	  almost	  all	  meat	  off	  the	  bone	  at	  middle	  and	  lowbrow	  restaurants,	  this	  was	  a	  rather	  “new”	  experience.	  So	  were	  the	  shrimp	  with	  the	  heads	  on	  that	  appeared	  in	  our	  paella.	  	  While	  these	  television	  shows	  do	  frequently	  present	  an	  exoticizing	  eye,	  they	  also	  in	  some	  ways	  work	  to	  educate	  and	  normalize	  the	  natural.	  The	  visits	  to	  farms	  and	  perspective	  into	  what	  food	  does—fat	  caramelizing	  as	  it	  cooks	  with	  the	  meat,	  leaving	  the	  bone	  in	  allows	  the	  meat	  to	  cook	  more	  slowly	  and	  retains	  more	  moisture-­‐
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-­‐brings	  culinary	  culture	  to	  those	  who	  may	  not	  have	  the	  exposure	  otherwise.	  Of	  course,	  the	  opportunity	  to	  suck	  brains	  out	  of	  a	  pig	  skull	  may	  still	  elude	  some.	  	  	  These	  shows	  also	  operate	  as	  simulacra	  (Baudrillard)	  within	  discourses	  of	  tourism	  and	  media	  spectacle;	  they	  present	  the	  viewer	  with	  experiences	  they	  anticipate	  partaking	  in.	  Thus,	  when	  arriving	  in	  Spain,	  there	  is	  a	  presumptive	  expectation	  of	  what	  might	  be	  found—the	  best	  seafood	  in	  the	  world!	  The	  epicenter	  of	  modern	  cooking!	  And	  while	  Bizarre	  Foods	  and	  No	  Reservations	  present	  Spain	  as	  a	  one	  hour	  episode	  among	  a	  season	  of	  trips	  to	  other	  locations,	  in	  2008	  PBS	  broadcast	  two	  short	  series	  that	  focused	  solely	  on	  Spanish	  gastronomy	  and	  tourism:	  Spain:	  On	  
the	  Road	  Again,	  and	  Made	  in	  Spain	  with	  José	  Andrés.	  These	  shows,	  and	  their	  accompanying	  books	  and	  websites,	  lay	  the	  ground	  for	  the	  cultivation	  of	  globalized	  nostalgia.	  Through	  their	  presentation	  of	  commodified	  foodways	  as	  essential	  to	  understanding	  the	  culture	  and	  nation	  of	  a	  people	  these	  narratives	  reify	  the	  search	  for	  the	  “authentic,”	  encouraging	  viewers/consumers/tourists	  to	  re-­‐construct	  their	  journeys	  in	  the	  kitchen	  and	  “on	  the	  road,	  and	  encouraging	  producers	  to	  perform	  their	  site/profession/restaurant/attraction	  within	  that	  language.	  	  	  	   Premiering	  the	  week	  of	  September	  20,	  2008	  Spain:	  On	  the	  Road	  Again	  featured	  celebrity	  chefs	  Mario	  Batali	  and	  Mark	  Bittman	  accompanied	  by	  Gwyneth	  Paltrow	  and	  Spanish	  actress	  Claudia	  Bassols	  on	  a	  tour	  of	  Spain.	  As	  they	  drove	  through	  the	  Spanish	  countryside	  in	  matching	  Mercedes	  convertibles,	  viewers	  vicariously	  join	  them	  on	  roadside	  stops	  at	  rustic	  restaurants,	  vineyards,	  and	  tourist	  sites	  where	  “the	  gang”	  meets	  up	  with	  famous	  Spanish	  chefs,	  local	  artisans,	  and	  international	  celebrities	  such	  as	  Michael	  Stipe	  of	  REM.	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   The	  first	  stop	  the	  group	  makes	  after	  the	  premiere	  in	  Madrid	  is	  in	  Galicia,	  and	  the	  Camino	  de	  Santiago	  is	  highlighted—the	  episode	  is	  titled	  “Pilgrimage	  to	  Galicia.”	  The	  group	  speaks	  Spanish	  with	  Claudia	  as	  they	  drive,	  with	  the	  translation	  subtitled	  for	  the	  audience.	  Information	  about	  the	  sights	  and	  history	  of	  the	  region	  are	  provided	  along	  with	  casual	  banter	  and	  car-­‐ride	  sing-­‐alongs.	  Bittman,	  the	  non-­‐Spanish	  speaker	  in	  the	  group	  provides	  the	  “American”	  foil—as	  he	  repeatedly	  asks	  how	  to	  say	  “lets	  eat”	  and	  at	  one	  point	  presses	  Batali	  and	  Bassols	  to	  explain	  the	  phrase	  “a	  los	  mal	  educados”	  (poorly	  educated/	  badly	  mannered).	  Audiences	  are	  thus	  introduced	  not	  only	  to	  the	  Spanish	  way	  of	  eating	  (as	  they	  order	  tapas	  and	  are	  shown	  eating	  each	  dish	  slowly	  in	  succession	  from	  light	  to	  heavier—accompanied	  by	  glasses	  of	  wine)	  but	  also	  to	  Castilian	  phrases	  and	  idioms.	  	  Being	  a	  food	  show	  starring	  a	  chef	  and	  food	  writer,	  there	  are	  extensive	  discussions	  of	  the	  meals.	  Cooking	  scenes	  emphasize	  local	  foods,	  wines,	  and	  recipes.	  The	  hosts	  emphasize	  the	  freshness	  of	  the	  ingredients	  and	  their	  simplicity.	  As	  the	  show	  heads	  to	  Galicia	  out	  of	  Castilla	  y	  La	  Mancha,	  Batali	  grills	  lamb	  in	  a	  vineyard	  in	  Ribera	  del	  Duero,	  pointing	  out	  that	  “what	  grows	  together	  goes	  together”	  as	  the	  group	  snacks	  on	  lamb	  and	  wine.	  As	  they	  discuss	  wine,	  Bittman	  mentions	  Albariño,	  as	  a	  great	  wine—it	  is	  described	  as	  dry	  but	  a	  little	  gewürztraminer.	  Batali	  explains	  the	  history	  of	  St.	  James	  within	  the	  region;	  as	  well	  as	  the	  primacy	  of	  shellfish	  in	  the	  area.	  This	  conversation,	  and	  the	  repetition	  of	  Batali’s	  “what	  grows	  together	  goes	  together”	  adage	  emphasize	  the	  terroir	  and	  encourages	  viewers	  to	  pay	  attention	  to	  their	  food	  sourcing.	  When	  meats	  are	  cooked,	  the	  age	  of	  slaughter	  is	  mentioned	  (capons	  at	  ten	  or	  eleven	  months	  old)	  and	  the	  fat	  in	  the	  meats	  is	  also	  explained	  as	  an	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additive	  value.	  Galician	  bread	  is	  praised	  as	  “on	  the	  money,”	  and	  it	  is	  mentioned	  that	  it	  is	  made	  with	  Galician	  flour.	  A	  link	  to	  purchase	  Galician	  bread	  is	  provided	  on	  the	  On	  the	  Road	  Again	  website,	  from	  the	  online	  store	  latienda.com.	  As	  the	  website	  is	  continually	  updated,	  with	  new	  or	  re-­‐run	  blog	  posts	  from	  one	  of	  the	  four	  hosts,	  latienda.com	  links	  figure	  prominently	  into	  the	  recipes;	  allowing	  viewers	  to	  purchase	  a	  bit	  of	  Spanish	  “authenticity”	  for	  their	  homes	  and	  meals—whether	  a	  cooking	  pot	  or	  loaf	  of	  bread.	  	  In	  the	  second	  episode	  to	  take	  place	  in	  Galicia,	  “Coasting	  Along	  in	  Galicia,”	  the	  group	  ventures	  to	  Cambados,	  and	  joins	  the	  mariscadoras—“beautiful	  young	  ladies	  of	  sixty	  and	  seventy,	  raking	  the	  sand	  to	  get	  up	  all	  the	  shellfish”	  as	  Batali	  describes	  them.	  Montage	  shots	  of	  women	  with	  plastic	  baskets	  on	  their	  heads	  wading	  through	  the	  shore	  are	  intercut	  with	  shots	  of	  cooked	  dishes	  of	  shellfish.	  Women	  in	  t-­‐shirts	  and	  waders	  (boots)	  are	  shown	  raking	  the	  sand.	  As	  the	  group	  joins	  them,	  a	  woman	  explains	  (in	  Spanish)	  that	  they	  are	  digging	  berberechos	  (small	  clams)	  and	  demonstrates	  how	  to	  open	  them.	  She	  explains	  that	  it	  is	  traditionally	  women’s	  work,	  and	  that	  the	  men	  are	  out	  to	  sea.	  Traditionally,	  it	  was	  regarded	  as	  inferior	  work,	  but	  she	  isn’t	  sure	  why—you	  are	  outside,	  and	  you	  have	  the	  sunshine.	  Some	  women	  are	  using	  rakes,	  to	  get	  the	  larger	  clams,	  while	  the	  smaller	  ones—the	  berberechos—are	  too	  delicate	  for	  such	  a	  tool.	  They	  are	  served	  at	  the	  local	  restaurants	  steamed	  over	  water—and	  again,	  their	  natural	  fattiness	  is	  complimented	  as	  adding	  to	  their	  flavor.	  Albariño	  is	  highlighted	  as	  the	  perfect	  accompaniment	  to	  the	  shellfish	  of	  the	  region.	  On	  their	  trip	  to	  wine	  country—to	  see	  “the	  lovely	  white	  grape	  indigenous	  to	  Galicia”—Batali	  grills	  razor	  clams	  and	  lobster	  over	  vine	  clippings	  on	  a	  stone	  in	  the	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vineyards.	  As	  they	  ooh	  and	  ahh	  over	  the	  food,	  Batali	  implores	  his	  friends	  to	  hold	  the	  seafood	  in	  their	  mouths	  and	  then	  take	  a	  sip	  of	  wine—“because	  that’s	  where	  the	  heaven	  really	  comes,	  where	  two	  separate	  ingredients	  are	  more	  than	  their	  sum.”	  Eschewing	  compliments,	  Batali	  claims	  that	  something	  like	  this	  needs	  no	  technical	  expertise—it	  is	  about	  place.	  	  Same	  thing	  is	  echoed	  later	  when	  showcasing	  pulpo	  gallego	  (octopus)—“just	  water	  and	  salt.”	  As	  we	  will	  discuss	  in	  Chapter	  3,	  the	  celebration	  of	  the	  simplicity	  of	  preparation	  extends	  to	  contemporary	  chefs	  in	  the	  region	  as	  well.	  	  These	  scenes	  provide	  a	  showcase	  for	  not	  only	  the	  scenery	  of	  Galicia,	  but	  also	  introduce	  viewers	  to	  the	  iconic	  foods	  and	  wines	  of	  the	  area.	  Emphasizing	  the	  convergence	  of	  the	  visual	  and	  the	  culinary,	  our	  hosts	  describe	  the	  tastes	  of	  the	  local	  food	  to	  us	  as	  the	  cameras	  pan	  the	  lush	  green	  scenery—both	  food	  and	  land	  porn.	  As	  viewers	  we	  cultivate	  the	  desire	  to	  experience	  same	  culinary	  experiences	  as	  the	  group	  of	  four—which	  is	  further	  developed	  through	  the	  show’s	  website,	  which	  continues	  to	  post	  updates	  with	  recipes	  and	  links.	  The	  website	  also	  contains	  travel	  information	  via	  a	  virtual	  visit	  application	  that	  links	  visitors	  to	  restaurants,	  hotels,	  and	  attractions	  through	  an	  interactive	  map.	  These	  products,	  and	  the	  glossy	  cookbook	  Spain:	  A	  Culinary	  Road	  Trip	  (Batali	  and	  Paltrow,	  2008)	  which	  made	  the	  New	  York	  Times	  Bestseller	  List,	  function	  less	  as	  instructional	  manuals	  and	  more	  as	  picturesque	  drivers	  of	  desire.	  	  Airing	  in	  February	  of	  2008,	  Jose	  Andres’	  show	  “José:	  Made	  in	  Spain”	  mixes	  the	  culinary	  travel	  format	  with	  a	  standard	  cooking	  instruction	  show.	  Born	  in	  Asturias	  and	  raised	  near	  Barcelona,	  Andrés	  headed	  up	  Jaleo	  in	  Washington	  DC—one	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of	  the	  first	  critically	  and	  commercially	  successful	  tapas	  restaurants	  in	  the	  United	  States.	  In	  2004,	  Food	  &	  Wine	  named	  him	  “the	  hero	  of	  the	  Spanish	  revolution”	  who	  “helped	  create	  the	  Spanish	  food	  boom	  in	  America”	  (Williams,	  2004).	  With	  the	  show,	  Andrés	  demonstrates	  “that	  the	  flavors	  made	  in	  Spain	  can	  be	  created	  at	  home.”	  The	  press	  release	  accompanying	  the	  show	  quotes	  Andrés	  as	  saying:	  “People	  have	  come	  to	  know	  Spanish	  food	  through	  tapas	  and	  paella	  and	  with	  great	  wines	  like	  Rioja,	  but	  they	  don’t	  know	  where	  it	  all	  comes	  from	  or	  how	  easy	  it	  is	  to	  enjoy	  at	  home.	  I	  have	  wanted	  to	  bring	  the	  best	  of	  my	  country	  to	  America	  and	  now	  with	  this	  series	  on	  public	  television,	  I	  am	  realizing	  my	  dream,”	  says	  José.	  “My	  other	  dream	  is	  to	  soon	  see	  a	  paella	  pan	  on	  every	  backyard	  grill!”	  (http://www.josemadeinspain.com/pressReleases/MadeinSpainRelease.pdf).	  	  “A	  Pilgrim’s	  Progress	  in	  Food”	  (air	  date	  5/16/08)	  takes	  us	  to	  Finisterre.	  The	  show	  opens	  with	  pimientos	  de	  padrón—we	  join	  him	  in	  the	  kitchen	  as	  he	  pours	  an	  Albariño	  and	  cuts	  a	  slice	  of	  tetilla	  cheese—the	  D.O.	  label	  clearly	  facing	  the	  camera.12	  He	  emphasizes	  the	  simplicity	  of	  the	  recipe—due	  to	  the	  great	  ingredients.	  WE	  are	  making	  padrón	  peppers	  stuffed	  with	  tetilla	  cheese—quickly	  fried	  up	  in	  a	  pan	  with	  olive	  oil	  and	  salt.	  “Simple	  ingredients	  treated	  with	  respect.	  Good	  wine,	  good	  albariño,	  and	  you	  will	  always	  have	  a	  good	  dish.”	  Then	  the	  camera	  takes	  us	  to	  Galicia,	  the	  town	  of	  Padrón.	  The	  seeds	  are	  from	  Mexico,	  as	  Andrés	  explains.	  Women	  are	  shown	  selling	  the	  peppers	  in	  the	  street—and	  there	  is	  a	  statue	  to	  the	  women	  in	  the	  town.	  Andrés	  takes	  us	  to	  the	  field,	  and	  shows	  us	  the	  flower,	  which	  is	  edible,	  and	  the	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
12 Pimientos de padrón are small green peppers served fried with olive oil and salt. Most 
are sweet and mild, but occasionally one is spicy. Queso tetilla is an iconic Galician 
cheese, often served as a dessert. It is made with milk from the Galician blonde cow.  
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pepper	  that	  it	  eventually	  grows	  into.	  While	  there,	  he	  drinks	  ribeiro	  wine.	  In	  Santiago	  de	  Compostela,	  we	  go	  to	  the	  market.	  Andrés	  speaks	  directly	  to	  the	  camera,	  in	  the	  manner	  of	  Julia	  Child.	  Andrés	  also	  mimics	  Child’s	  approach	  by	  occasionally	  jettisoning	  authenticity	  for	  American	  convenience—as	  in	  his	  empanadas	  (1:2)	  As	  Child	  was	  embodied	  to	  the	  modern	  lifestyle	  and	  leisure	  culture	  of	  modern	  America	  is	  the	  late	  twentieth	  century	  (Polan,	  p.3;	  2011);	  Andrés	  may	  embody	  the	  same	  for	  our	  contemporary	  moment.	  His	  restaurant	  empire	  rests	  on	  a	  successful	  presentation	  of	  Spanish	  cuisine	  with	  a	  modern	  flourish.	  His	  television	  performance	  is	  reminiscent	  of	  Child’s—enthusiastic,	  energetic	  and	  conspiratorial;	  the	  viewer	  feels	  like	  an	  ally	  rather	  than	  a	  student.	  However,	  rather	  than	  a	  Yanqui	  being	  told	  the	  “secrets”	  of	  another	  culture,	  Andrés	  is	  a	  male	  European	  chef,	  showing	  us	  his	  culinary	  tricks.	  Appropriate	  to	  a	  globalized	  world,	  and	  the	  viewers	  PBS	  cultivates,	  the	  show	  films	  between	  two	  continents-­‐-­‐featuring	  a	  map	  with	  an	  airplane	  moving	  between	  the	  United	  States	  and	  Spain	  to	  show	  viewers	  where	  we	  are	  headed.	  Andrés	  guides	  us	  through	  his	  native	  country,	  giving	  an	  insider	  perspective,	  and	  then	  takes	  us	  “home”	  to	  Washington	  D.C.	  to	  learn	  how	  to	  make	  the	  treats	  we’ve	  seen	  in	  their	  native	  context	  (to	  verify	  their	  authenticity).	  Andrés	  retains	  his	  Spanish	  authenticity	  with	  occasional	  Spanish	  phrasing,	  a	  common	  practice	  of	  celebrities	  (Molina-­‐Guzman,	  2010).	  	  Televisual	  narratives	  mitigate	  the	  tensions	  between	  hybridity	  and	  authenticity	  by	  insisting	  that	  contradictions	  between	  tradition	  and	  modernity	  are	  resolved	  through	  the	  culinary.	  As	  Andrés	  notes	  at	  a	  Galician	  restaurant,	  the	  simplicity	  of	  the	  preparation	  of	  a	  scallop	  is	  “modern,	  but	  it	  still	  has	  tradition”	  (1:2).	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Similarly,	  Bourdain	  speaks	  with	  chef	  David	  Muñoz	  of	  the	  Madrid	  restaurant	  Diverxo.	  The	  segment	  is	  introduced	  with	  Bourdain’s	  observation	  that	  the	  “younger	  generation	  rebels	  against	  the	  old.”	  Through	  his	  visit	  with	  Muñoz	  and	  his	  wife	  who	  runs	  the	  service	  side	  of	  the	  restaurant	  they	  discuss	  the	  mixture	  of	  traditional	  Spanish	  cuisine	  with	  Asian	  ingredients	  and	  techniques	  that	  Diverxo	  is	  known	  for.	  Bourdain	  declares	  the	  cuisine	  “still	  very	  Spanish”	  and	  there	  is	  an	  eschewing	  of	  both	  the	  term	  “fusion”	  and	  “authentic.”	  At	  one	  point	  Bourdain	  asks	  Muñoz,	  “I’m	  always	  suspicious	  when	  people	  talk	  about	  something	  being	  authentic,	  what	  is	  that?	  Is	  that	  something	  you	  think	  about?	  Do	  you	  give	  a	  s***	  about	  that?”	  To	  which	  Muñoz	  simply	  replies,	  “No”	  (6:25).	  	  What	  the	  discourse	  of	  fusion	  cuisine	  represented	  in	  the	  1990s	  and	  early	  2000s	  was	  an	  assuaging	  of	  anxieties	  about	  globalization.	  The	  presentation	  of	  the	  world	  on	  a	  plate	  assured	  cosmopolitan	  consumers	  that	  the	  world	  was	  manageable	  and	  navigable—and	  this	  was	  achievable	  through	  a	  mastery	  of	  the	  cultural	  products	  of	  various	  nations.	  What	  is	  prized	  in	  our	  historical	  present	  rather	  is	  the	  honesty	  of	  the	  food	  endeavor—audiences	  desire	  the	  history	  of	  the	  products	  and	  techniques	  that	  are	  being	  presented.	  As	  Probyn	  notes,	  “this	  new	  ‘food	  sincerity’	  dwells	  on	  the	  supposedly	  simple	  pleasures	  of	  cooking,	  in	  an	  explicit	  yearning	  for	  yesterday”	  (2000,	  24).	  As	  culinary	  tourism	  enters	  into	  mediated	  discourses	  of	  desire,	  foodways	  are	  incorporated	  into	  the	  performances	  of	  the	  nostalgic	  yearning	  for	  yesterday.	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CHAPTER	  THREE:	  SPAIN	  IN	  SITU:	  PERFORMING	  FOOD	  AS	  HERITAGE	  	  	  TURISMOS	  AND	  MAPS	  	  
Santiago	  de	  Compostela,	  July	  2010	  	  As	  I	  walk	  into	  the	  turismos,	  or	  tourism	  offices,	  of	  Santiago	  de	  Compostela,	  Galicia’s	  capital	  city,	  I	  am	  greeted	  by	  a	  vast	  collections	  of	  maps—books	  of	  maps,	  pamphlets	  with	  fold	  out	  maps,	  county	  maps,	  and	  maps	  of	  the	  city	  documenting	  the	  historical	  sights	  of	  Catholic	  importance.	  Santiago	  de	  Compostela	  is	  the	  end	  of	  the	  Camino	  de	  
Santiago	  (Pilgrimage	  of	  Santiago),	  and	  this	  has	  created	  many	  routes	  through	  the	  Galician	  terrain	  that	  lead	  to	  the	  capital.	  Once	  my	  interest	  in	  the	  immediate	  sights	  of	  the	  city	  are	  sated,	  I	  am	  guided	  towards	  the	  “rutas	  de	  quesos	  y	  vinos”	  with	  a	  gastronomic	  map	  outlining	  areas	  that	  parallel	  the	  choices	  of	  routes	  pilgrims	  may	  take	  to	  arrive	  at	  the	  capital.	  	  (Figure	  1:	  El	  Camino	  de	  Santiago)	  (Figure	  2:	  Rutas	  de	  queso	  y	  vino)	  The	   turismos	   provide	   an	   eye-­‐opening	   window	   into	   the	   marriage	   of	  nationalism	   and	   commerce.	   In	   light	   of	   the	   European	   Union’s	   appellation	   policies,	  and	   the	   pressures	   of	   Unionization	   on	   the	   agricultural	   sector—and	   just	   as	   much	  enabled	  through	  EU	  and	  regional	   investment—Galicia	  showcases	  their	   territory	  as	  the	   land	   of	   cheese	   and	   honey.	   And	  wine.	   The	  maps	   and	   booklets	   at	   the	   turismos	  provide	  histories	  of	  the	  products,	  local	  sources,	  and	  road	  maps	  to	  stores,	  vineyards,	  and	  restaurants.	  	   	  	   They	  also	  serve	  a	  mediating	  function	  between	  spaces	  and	  touristic	  expectations.	  Consumer/citizens	  are	  guided	  from	  television	  programs	  such	  as	  No	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Reservations	  or	  Spain:	  On	  the	  Road	  Again,	  to	  their	  websites—featuring	  interactive	  maps.	  From	  here,	  they	  encounter	  hyperlinks:	  to	  the	  restaurants,	  hotels,	  and	  regional	  and	  city	  governments	  for	  the	  places	  that	  the	  shows	  have	  visited.	  	  In	  this	  manner,	  the	  maps	  serve	  as	  a	  delineator	  of	  options	  between	  one’s	  living	  room	  (and	  computer	  screen)	  and	  “interactive”	  experience	  on-­‐site.	  	  Maps	  are	  a	  way	  of	  taming	  the	  spatial—they	  provide	  a	  sense	  of	  order	  and	  coherence	  to	  the	  vast	  and	  unknowable	  (Massey,	  2005).	  Accordingly,	  they	  also	  are	  classificatory	  systems,	  providing	  structural	  hierarchies,	  and	  ultimately	  orienting	  the	  user	  to	  nodes	  of	  perceived	  importance.	  As	  maps	  orient	  citizens	  and	  visitors	  towards	  certain	  cities	  and	  landmarks,	  they	  create	  the	  effect	  of	  a	  historical	  truth	  (Rose,	  2007,	  p.	  161	  summarizing	  Foucault)—such	  that	  these	  products	  have	  originated	  in	  this	  land,	  and	  they	  create	  a	  mythic	  history	  on	  this	  territory.	  	  The	  manner	  in	  which	  the	  Xunta	  de	  Galicia	  (the	  Galician	  government)	  and	  various	  other	  government	  arms,	  both	  within	  Spain	  and	  the	  European	  Union,	  mediate	  Galicia	  for	  her	  citizens	  and	  visitors	  both	  at	  home	  and	  abroad	  is	  therefore	  revealed	  most	  strongly	  through	  these	  appeals	  to	  this	  past.	  	  	   These	  appeals	  reflect	  a	  modernization	  initiative	  being	  undertaken	  within	  the	  region	  and	  reveal	  the	  complex	  interplay	  of	  globalization,	  regional	  identity,	  tourism	  and	  the	  push	  towards	  identity-­‐based	  marketing.	  This	  is	  an	  example	  of	  a	  recently	  revived	  nation	  turning	  inward	  to	  revive	  its	  past	  and	  present	  a	  nostalgic	  self	  to	  the	  world	  through	  its	  commodities.	  Recently,	  Galicia’s	  viticulture,	  maritime,	  dairy	  and	  cattle	  industries,	  which	  serve	  much	  of	  Spain	  and	  the	  E.U.,	  locate	  the	  product	  within	  Galicia’s	  land	  and	  heritage.	  Ultimately,	  the	  push	  to	  modernize	  the	  Spanish,	  and	  
	   	   81	  
Galician	  economy	  (funded	  in	  part	  through	  the	  European	  Union)	  and	  create	  export	  products	  has	  the	  simultaneous	  effect	  of	  localizing	  foodstuffs	  within	  the	  Galician	  state	  and	  historicizing	  them	  within	  Galicia’s	  cultural	  and	  political	  heritage.	  	  
	  
VIAJANDO	  POR	  LAS	  RUTAS	  DE	  VINO	  Y	  QUESO:	  	  
TRAVELLING	  THE	  ROUTES	  OF	  WINE	  AND	  CHEESE	  
Entering El Pazo de Galegos1   
	   As	  I	  left	  Santiago	  de	  Compostela,	  I	  followed	  the	  autopista	  (AP)-­‐53	  through	  the	  countryside	  towards	  Ourense.	  I	  was	  on	  my	  way	  to	  meet	  farmers	  of	  la	  pataca	  de	  Galicia	  (the	  Galician	  potato)	  and	  planned	  to	  visit	  vineyards	  along	  the	  way	  as	  part	  of	  my	  larger	  research	  project	  on	  Gallegan	  foodways	  and	  culinary	  tourism.	  My	  maps	  pointed	  to	  a	  promising	  prospect;	  however,	  the	  disjuncture	  between	  the	  Spanish	  of	  the	  map,	  and	  the	  Galician	  of	  the	  road	  signs	  made	  navigation	  somewhat	  more	  complicated.	  A	  humble	  sign	  guided	  me	  through	  twisting	  roads	  lined	  by	  houses	  with	  small	  gardens	  and	  family	  vineyards	  intended	  for	  personal	  consumption	  or	  sale	  to	  larger	  bodegas	  and	  local	  cooperatives.	  As	  I	  arrive	  at	  Pazo	  Galegos—the	  edifice	  itself	  an	  imposing	  manor	  about	  which	  I	  am	  later	  informed	  had	  belonged	  to	  the	  man	  who	  discovered	  the	  corpse	  of	  Santiago	  de	  Compostela,	  the	  patron	  saint	  of	  the	  region—the	  young	  proprietor	  Pablo	  García	  Cebeiro,	  greets	  us	  and	  takes	  us	  on	  a	  tour	  of	  the	  property.	  Close	  to	  the	  house,	  recently	  converted	  to	  an	  inn,	  stands	  a	  strong	  twisted	  vine.	  With	  pride,	  Pablo	  explains	  that	  this	  vine	  can	  be	  traced	  back	  to	  the	  Roman	  times.	  Entering	  the	  cellars,	  an	  ancient	  still	  functional	  wine	  press	  sits	  awkwardly	  atop	  a	  stone	  square,	  a	  demonstration	  of	  masonry,	  tradition,	  and	  heritage.	  The	  ancient	  wine	  press	  ties	  the	  land	  and	  vineyard	  to	  Galicia’s	  history	  and	  pre-­‐dates	  the	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formation	  of	  the	  nation-­‐state	  of	  Spain.	  Upon	  asking,	  I	  am	  assured	  that	  it	  is	  still	  functional—a	  few	  years	  ago	  they	  pressed	  some	  grapes	  in	  it	  for	  a	  demonstration.	  	  This	  vignette	  foregrounds	  many	  of	  the	  tensions	  between	  heritage	  and	  modernization	  that	  characterize	  much	  of	  contemporary	  food	  culture	  and	  commodity	  culture	  in	  general.	  These	  contrasts	  become	  especially	  pronounced	  as	  “heritage”	  rests	  on	  a	  performance	  of	  authenticity	  and	  “rustic”	  rurality	  while	  efforts	  at	  modernization	  seek	  to	  both	  increase	  gastronomic	  tourism	  and	  production.	  El	  Pazo	  de	  Galegos	  uses	  these	  representations	  of	  authenticity	  and	  cultural	  heritage	  in	  their	  applications	  for	  financial	  aid	  from	  both	  the	  Xunta	  de	  Galicia-­‐-­‐	  the	  autonomous	  state	  of	  Galicia-­‐-­‐	  and	  the	  European	  Union.	  The	  label	  depicting	  the	  Roman	  wine	  press	  for	  the	  2007	  Albariño	  extends	  the	  emphasis	  on	  Galician	  tradition	  and	  heritage.	  Throughout	  their	  advertising,	  marketing,	  and	  production	  Galician	  vitners,	  viniculturists	  and	  tourism	  officials	  draw	  on	  a	  local,	  Galician	  identity	  to	  construct	  their	  difference	  from	  Spain	  as	  a	  nation-­‐state.	  Transnational	  commodities	  with	  localized	  origins,	  wines—particularly	  those	  from	  a	  D.O.	  region—perform	  a	  nostalgic	  identity	  for	  consumption	  on	  the	  local	  level	  and	  for	  export	  to	  markets	  abroad.2	  Examination	  of	  the	  complexity	  of	  this	  phenomena	  reveals	  tensions	  of	  late	  consumer	  capitalism,	  particularly	  as	  it	  engages	  with	  questions	  of	  authenticity,	  nationalism,	  and	  heritage.	  	  BODEGA	  PACO	  &	  LOLA	  	  I	  met	  Carlos	  Carrión,	  the	  president	  of	  Paco	  &	  Lola	  on	  a	  Saturday	  afternoon	  as	  I	  visited	  their	  facility	  near	  the	  town	  of	  Meaño	  in	  the	  Salnés	  Valley,	  near	  Pontevedra.	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They	  opened	  the	  young	  bodega	  in	  2006	  as	  a	  cooperative.	  Rather	  than	  owning	  their	  own	  vines,	  they	  rely	  on	  local	  growers	  to	  bring	  their	  grapes	  in	  at	  harvest,	  which	  is	  generally	  between	  September	  15	  and	  30.	  The	  grapes	  are	  analyzed	  and	  sorted	  on	  site,	  and	  the	  growers	  are	  paid	  accordingly.	  In	  addition	  to	  being	  certified	  as	  Albariño	  grapes	  by	  the	  Consejo	  Regulador	  (Regulatory	  Council),	  the	  parcels	  are	  visited	  regularly	  by	  Paco	  &	  Lola	  staff	  to	  assure	  quality	  during	  the	  growing	  season.	  434	  families	  make	  up	  the	  cooperative,	  contributing	  their	  grapes	  to	  the	  production	  of	  Paco	  &	  Lola	  wines.	  The	  bodega’s	  publicity	  documents	  boast	  that	  their	  	  Recent	  creation	  has	  allowed	  them	  to	  use	  the	  most	  recent	  installations	  of	  technology	  in	  the	  world	  of	  wine…The	  combination	  of	  the	  ultimate	  advances	  in	  oenology	  and	  the	  experience	  of	  the	  winegrowers	  allows	  us	  to	  create	  the	  best	  wine	  possible	  from	  the	  raw	  materials	  (Press	  Dossier	  2011).	  	  	  They	  further	  emphasize	  their	  handpicked	  grapes,	  selection	  processes	  that	  rely	  on	  rigorous	  quality	  control	  and	  the	  subsequent	  pressing,	  racking,	  filtering,	  and	  bottling	  practices,	  which	  rely	  on	  the	  technologies	  described	  earlier.	  	  	   The	  production	  facility	  for	  Paco	  &	  Lola	  is	  a	  sleek,	  modern	  facility	  sitting	  atop	  a	  hillside	  among	  the	  sweeping	  patchwork	  of	  the	  green	  hillsides	  of	  the	  Salnés	  Valley.	  I	  had	  arrived	  there	  on	  my	  first	  foray	  into	  the	  field.	  A	  large	  tour	  bus	  sat	  parked	  in	  front,	  partially	  blocking	  the	  view.	  The	  tour	  group,	  consisting	  of	  about	  40	  guests	  from	  the	  Madrid	  area,	  had	  just	  entered	  a	  large	  seminar	  room,	  with	  a	  glass	  wall	  overlooking	  the	  steel	  casks	  holding	  the	  2011	  harvest.	  As	  the	  Paco	  &	  Lola	  staff	  poured	  their	  wines	  for	  a	  tasting,	  a	  video	  was	  projected	  on	  a	  screen	  detailing	  the	  harvesting	  and	  fermentation	  processes,	  as	  well	  as	  a	  recent	  visit	  by	  the	  vice-­‐president	  of	  Kendall	  Jackson,	  Paco	  &	  Lola’s	  U.S.	  importer.	  Walking	  in	  slightly	  behind	  the	  group	  with	  my	  colleague	  and	  fellow	  wine	  enthusiast,	  Stephanie,	  we	  were	  encouraged	  to	  join	  and	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were	  introduced	  to	  Carlos	  and	  Diego.	  I	  explained	  my	  interest	  in	  Albariño	  wine	  and	  my	  research	  project,	  and	  they	  offered	  to	  speak	  with	  me	  after	  the	  presentation	  and	  tasting	  with	  the	  tour	  group.	  In	  the	  interim,	  the	  cellar	  master	  “Chema”	  (a	  nickname	  for	  Jose	  Maria)	  took	  us	  on	  a	  tour	  of	  the	  cellars,	  detailing	  the	  ways	  in	  which	  the	  grapes	  are	  brought	  into	  the	  facility	  during	  harvest,	  showing	  the	  equipment	  used	  to	  measure	  the	  sugar	  content	  in	  each	  grape-­‐-­‐thus	  assessing	  which	  wine	  it	  will	  contribute	  to	  and	  how	  much	  the	  grower	  will	  be	  compensated.	  The	  bodega	  has	  an	  association	  of	  winegrowers	  who	  try	  to	  assure	  that	  the	  growing	  conditions	  are	  as	  ecologically	  sensitive	  as	  possible.	  Chema	  used	  the	  term	  “parece	  ecologia”	  (it	  is	  done	  in	  an	  ecologically	  sound	  manner,	  without	  having	  the	  proper	  paperwork);	  which	  was	  echoed	  at	  other	  vineyards.	  As	  is	  found	  in	  the	  United	  States	  and	  elsewhere,	  the	  organic	  or	  eco-­‐friendly	  certification	  process	  is	  lengthy	  and	  at	  times	  very	  costly.	  Paco	  &	  Lola	  found	  that	  their	  oversight	  of	  the	  growing	  practices	  of	  their	  participating	  parcels	  and	  the	  interests	  of	  the	  growers	  (whose	  plots	  of	  land	  were	  in	  their	  backyards	  and	  often	  accompanied	  vegetable	  gardens	  and	  chicken	  coops)	  converged	  to	  encourage	  ecologically	  sound	  practices.	  During	  the	  harvest	  and	  bottling	  stages,	  the	  Consejador	  comes	  to	  analyze	  the	  wine	  and	  make	  sure	  it	  is	  Albariño.	  In	  addition	  to	  a	  chemical	  analysis,	  they	  also	  taste	  the	  wine	  for	  its	  subjective	  qualities.	  	  The	  neighboring	  bodega	  Valdamor	  presents	  a	  much	  more	  traditional	  image.	  Hacienda-­‐like	  in	  appearance,	  we	  are	  greeted	  by	  an	  ornate	  wrought	  iron	  gates,	  dark	  wood,	  and	  a	  small	  showcase	  of	  ancient	  winemaking	  tools.	  Valdamor	  also	  relies	  on	  local	  growers,	  from	  whom	  growing	  is	  “cocina	  de	  autosustencia”	  (self-­‐sustaining	  cooking).	  For	  these	  small	  farmers,	  viniculture	  is	  a	  part-­‐time	  job,	  which	  supplements	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income	  from	  other	  work.	  The	  bodegas	  and	  viticulturists	  agree	  to	  contracts	  stipulating	  official	  prices,	  depending	  on	  the	  grade	  of	  the	  grape	  set	  by	  the	  Consejo	  Regulador.	  In	  this	  manner,	  the	  DO	  manages	  the	  market	  setting	  the	  norms	  for	  labor,	  production,	  and	  the	  subjective	  values	  of	  the	  wines	  carrying	  Denominación	  de	  Origen.	  	  In	  addition	  to	  the	  mark,	  the	  D.O.	  Consejo	  Regulador	  also	  provides	  promotional	  support.	  As	  the	  D.O.	  has	  been	  promoting	  the	  wine	  and	  the	  region,	  they	  have	  been	  winning	  awards.	  In	  my	  conversation	  with	  Encarna,	  whose	  father	  is	  a	  member	  of	  the	  Consejo	  Regulador;	  she	  notes	  that	  the	  element	  of	  traceability	  that	  the	  label	  provides	  instills	  confidence	  in	  the	  product.	  The	  maps,	  “rutas	  de	  vinos”	  have	  sent	  more	  people	  to	  her	  family’s	  bodega,	  but	  the	  translation	  to	  sales	  depends	  on	  the	  person—generally	  three	  bottles.	  She	  finds	  the	  D.O.’s	  public	  relations	  efforts	  to	  be	  more	  helpful—such	  as	  bringing	  in	  journalists	  and	  wine	  importers	  from	  Brazil	  and	  China.	  	  	  Thinking	  more	  broadly,	  we	  see	  this	  through	  the	  idea	  of	  the	  vineyard	  and	  rural	  as	  a	  respite	  from	  the	  harried	  pace	  of	  the	  city,	  and	  commodity	  export,	  where	  the	  commodity	  has	  been	  imbued	  with	  the	  significance	  of	  the	  local,	  and	  a	  touch	  of	  the	  exotic—or	  the	  ordinary	  (Swinburn,	  forthcoming	  2013).	  Either	  way,	  these	  products	  are	  explicitly	  territorialized,	  “invested	  in	  the	  territory	  of	  the	  nation,	  the	  attendant	  language	  of	  nationalist	  identification”	  (Nguyen,	  2002,	  20).	  In	  the	  case	  of	  foodstuffs	  entering	  the	  global	  market,	  we	  see	  the	  confluence	  of	  the	  traditional	  and	  modern,	  the	  popular	  and	  the	  folk.	  This	  is	  often	  articulated	  through	  marketing	  efforts	  and	  legislation	  seeking	  to	  “protect”	  an	  area’s	  “heritage.”	  All	  to	  frequently	  these	  efforts	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and	  trends	  codify	  and	  reify	  the	  ideas	  of	  a	  folk	  culture	  and	  heritage,	  rather	  than	  appreciate	  the	  “dynamic	  process	  by	  which	  culture	  is	  created	  as	  well	  as	  its	  relationship	  to	  constantly	  shifting	  experiences,	  changes	  in	  technologies,	  and	  commodification”	  (Kelley,	  1992,	  1402).	  	  These	  processes,	  as	  currently	  articulated,	  legitimate	  global	  structures	  of	  domination	  through	  an	  invocation	  of	  what	  Weber	  calls	  an	  eternal	  yesterday	  (Weber,	  2004).	  Ultimately,	  these	  representations	  of	  heritage	  identity	  within	  the	  transnational	  marketplace	  call	  into	  question	  tensions	  between	  hybridity	  and	  purity,	  modernity	  and	  tradition,	  and	  claims	  to	  primordial	  identities	  and	  borders.	  Such	  tensions	  are	  managed	  and	  assuaged	  by	  mediascapes	  as	  discussed	  in	  Chapter	  2.	  However,	  performances	  of	  globalized	  nostalgia	  and	  heritage	  identities	  circulate	  through	  commodities	  and	  commodified	  geographies—thus	  commodities	  and	  consumption	  are	  central	  to	  understanding	  social	  and	  cultural	  arrangements	  under	  late	  consumer	  capitalism.	  	  
	  
PERFORMING	  THE	  NATION:	  FESTA	  DO	  NAVAJAS	  
August 1, 2010 	   My	  mother,	  grandmother,	  aunt,	  and	  I	  drive	  from	  Muxía,	  a	  small	  port	  town	  located	  on	  the	  northwest	  coast	  of	  Spain	  consisting	  of	  rocky	  coastline	  and	  a	  Romanesque	  church	  overlooking	  the	  waves	  crashing	  along	  the	  headlands,	  along	  40	  kilometers	  of	  costal	  road	  to	  Finisterre,	  along	  the	  Costa	  do	  Muerte	  in	  Galicia	  Spain.	  As	  the	  Rough	  Guide	  describes	  the	  town,	  it	  “still	  looks	  as	  if	  its	  about	  to	  drop	  off	  the	  end	  of	  the	  earth”	  which	  is	  indeed	  how	  Finisterre,	  or	  Fisterra	  in	  Castilian,	  got	  its	  name.	  
	   	   87	  
The	  Costa	  do	  Muerte,	  or	  Coast	  of	  Death,	  is	  so	  named	  for	  extreme	  winds	  that	  whip	  boats	  against	  the	  rocky	  coastline	  causing	  shipwrecks.	  	  Our	  hotel	  in	  Finisterre	  is	  also	  an	  alburge,	  providing	  dormitories	  for	  pilgrims	  along	  the	  Camino	  de	  Santiago,	  or	  Pilgrimage	  of	  St.	  James.	  Although	  many	  pilgrims	  end	  their	  route	  at	  the	  St.	  James’	  Cathedral	  in	  Santiago	  de	  Compostela,	  the	  traditional	  route	  ends	  here.	  	  The	  hotel’s	  first	  floor	  restaurant,	  outfitted	  in	  blonde	  wood	  with	  long	  tables	  and	  chairs	  to	  accommodate	  the	  large	  groups	  of	  pilgrims	  that	  arrive,	  served	  traditional	  Galician	  food	  such	  as	  caldo	  gallego—a	  soup	  of	  white	  beans,	  ham,	  potatoes,	  turnip	  tops	  and	  cabbage;	  grelos—sautéed	  turnip	  tops,	  and	  pulpo—octopus.	  A	  cutout	  silhouette	  of	  a	  friar	  hanging	  outside	  the	  door	  announced	  the	  Menu	  del	  Dia,	  and	  the	  more	  basic	  (and	  less	  expensive)	  menu	  for	  the	  pilgrims.	  	  Climbing	  the	  stairs	  to	  our	  rooms,	  we	  see	  framed	  photos	  of	  the	  Prestige	  oil	  tanker	  disaster	  lining	  the	  stairway.	  The	  2002	  spill	  happened	  along	  the	  Galician	  coastline,	  and	  paralyzed	  the	  fishing	  industry	  (one	  of	  the	  region’s	  main	  economic	  drivers)	  for	  six	  months.	  The	  series	  of	  photos	  along	  the	  stairway	  were	  from	  the	  newspapers,	  displaying	  the	  efforts	  of	  local	  communities	  and	  citizens	  cleaning	  the	  beaches	  and	  working	  to	  recover	  the	  coastline.	  During	  this	  crisis,	  the	  Spanish	  and	  Galician	  government	  provided	  very	  little	  assistance.	  We	  were	  in	  Finisterre	  in	  2010,	  the	  same	  summer	  as	  the	  Deepwater	  Horizon	  disaster	  along	  the	  Gulf	  Coast.	  As	  the	  owner	  of	  the	  hotel	  lead	  us	  to	  our	  rooms	  and	  saw	  me	  studying	  the	  photos,	  he	  took	  great	  pride	  telling	  us	  that	  many	  Gallego	  workers	  were	  invited	  to	  the	  United	  States	  as	  consultants	  due	  to	  their	  great	  work	  during	  the	  Prestige	  crisis.	  They	  handled	  the	  Prestige	  so	  well,	  even	  though	  they	  weren’t	  engineers	  or	  government	  officials,	  he	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says,	  that	  the	  United	  States	  asks	  for	  their	  help	  and	  knowledge	  now.	  The	  photos	  serve	  as	  a	  reminder	  that	  the	  Gulf	  oil	  spill	  was	  neither	  unique	  nor	  isolated.	  And	  the	  Prestige	  disaster	  itself	  provides	  a	  case	  study	  of	  community	  relationship	  to	  food,	  land,	  and	  government.	  One	  of	  the	  structural	  outcomes	  of	  the	  Prestige	  crisis	  was	  the	  formation	  of	  the	  environmental	  group	  Nunca	  Maís,	  which	  continues	  to	  mobilize	  around	  environmental	  issues	  in	  Galicia.	  The	  importance	  of	  the	  maritime	  economy	  to	  the	  region,	  and	  the	  regional	  pride	  they	  take	  in	  how	  they	  handled	  the	  disaster	  require	  a	  delicate	  balance.	  Further,	  the	  mobilization	  of	  groups	  such	  as	  Nunca	  Maís,	  as	  well	  as	  the	  interest	  and	  importance	  placed	  on	  food	  based	  community	  festivals	  highlights	  contemporary	  tensions	  between	  our	  relationship	  with	  the	  land	  and	  technological	  developments	  (such	  as	  oil	  drilling,	  hydrofracking,	  GMOs)	  which	  are	  articulated	  culturally	  through	  discourses	  of	  authenticity,	  nostalgia	  and	  heritage.	  	  	  	   Festivals	  in	  Galicia	  serve	  as	  a	  means	  of	  not	  only	  promoting	  a	  culture	  and	  geographic	  location,	  but	  preserving	  it	  as	  well.	  Thus,	  these	  festivals	  are	  sites	  of	  political	  struggle.	  	  Here,	  Galicians	  perform	  their	  national	  difference	  from	  Spain,	  providing	  Castilians	  with	  a	  tourist	  destination	  and	  Gallegos	  with	  an	  opportunity	  to	  celebrate	  nationhood.	  My	  family	  and	  I	  had	  arrived	  in	  Finisterre,	  the	  westernmost	  point	  of	  Europe,	  to	  participate	  in	  the	  Festa	  do	  Navajas—or	  Razor	  Shell	  Clam	  Festival.	  The	  razor	  shell	  clam	  is	  a	  long,	  thin	  clam,	  gathered	  by	  skin	  divers	  off	  the	  shoreline	  of	  Finisterre.	  Due	  to	  the	  difficulty	  of	  gathering	  the	  clams	  (they	  can	  burrow	  into	  the	  sand	  very	  quickly	  once	  they	  sense	  danger),	  they	  are	  highly	  prized	  and	  command	  a	  high	  price	  at	  the	  auction.	  They	  are	  rarely	  seen	  outside	  of	  Galicia,	  or	  Spain,	  although	  they	  are	  sold	  in	  canned	  varieties.	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We	  wander	  down	  the	  stone	  street,	  edged	  by	  the	  ocean	  towards	  the	  festival.	  Strains	  of	  the	  gaita,	  the	  traditional	  Galician	  bagpipes,	  are	  heard.	  Rather	  than	  a	  large,	  ornate	  festival,	  this	  is	  a	  small,	  local	  affair.	  Centered	  on	  a	  plaza	  facing	  a	  small	  beach	  on	  the	  quay,	  there	  is	  a	  stage	  for	  a	  live	  band.	  Along	  the	  street	  side,	  there	  are	  several	  booths	  with	  large	  grills	  preparing	  the	  navajas	  on	  the	  promenade,	  covered	  by	  large	  white	  tarps	  in	  the	  event	  of	  rain,	  vented	  to	  account	  for	  the	  strong	  winds	  in	  the	  region.	  The	  usual	  custom	  would	  be	  for	  the	  diving	  teams	  (each	  grill	  booth	  represented	  a	  boat)	  to	  sell	  their	  daily	  catch	  at	  la	  lonja	  or	  auction	  house	  where	  licensed	  restaurants	  and	  vendors	  can	  purchase	  them	  for	  resale.	  For	  the	  festival	  the	  diving	  teams	  directly	  sell	  the	  clams	  to	  the	  townspeople.	  This	  happens,	  as	  at	  most	  festivals,	  at	  a	  rate	  set	  by	  the	  town’s	  government,	  ensuring	  that	  the	  local	  community	  can	  participate	  in	  the	  festivities.	  The	  clams	  are	  served	  grilled	  with	  green	  and	  red	  sauces.	  To	  offset	  costs,	  rather	  than	  the	  Galician	  beer	  Estrella	  Galicia,	  they	  had	  gotten	  a	  Portuguese	  beer	  sponsor.	  However,	  this	  and	  the	  presence	  of	  paella,	  which	  can	  be	  made	  in	  large	  crowd-­‐pleasing	  quantities,	  were	  the	  only	  non-­‐Galician	  presences.	  	  Visible	  throughout	  the	  region	  is	  a	  celebration	  and	  investment	  in	  maritime	  culture—the	  superstitions	  and	  dictums	  of	  life	  by	  the	  sea	  (if	  it	  is	  a	  good	  year	  for	  octopus,	  it	  will	  be	  a	  bad	  year	  for	  catching	  crab;	  red	  dawn	  at	  morning,	  sailors	  take	  warning…).	  One	  booth	  presented	  itself	  as	  pirates,	  the	  “masthead”	  reading:	  “My	  law	  is	  the	  strength	  and	  the	  wind,	  my	  only	  country,	  the	  Sea.”	  Another	  featured	  a	  painted	  mural	  depicting	  the	  work	  of	  the	  mergulladores	  (skin	  divers).	  Speaking	  with	  Xose	  Citeiro,	  he	  describes	  the	  methods	  of	  year	  round	  gathering—five	  to	  six	  people	  per	  boat,	  snorkels	  and	  bags,	  gathering	  by	  hand.	  Very	  thick	  wet	  suits	  in	  the	  winters.	  Each	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diving	  team	  has	  specific	  coordinates	  that	  they	  use,	  and	  they	  respect	  each	  other’s	  territory.	  	  	  Information	  booths	  from	  groups	  representing	  separatist	  politics	  critical	  of	  Spain,	  EU	  integration,	  and	  the	  tourism	  industry—golf	  courses,	  and	  resorts	  were	  present.	  As	  I’ve	  mentioned,	  they	  are	  visible	  at	  several,	  if	  not	  most,	  of	  the	  celebrations	  and	  festivals	  in	  the	  area.	  The	  group	  Galiza	  Nova	  (New	  Galicia)	  had	  a	  booth,	  selling	  t-­‐shirts,	  handing	  out	  pamphlets	  and	  accepting	  signatures	  for	  various	  initiatives.	  Similarly,	  the	  BNG,	  Bloque	  Nacionalista	  Gallego	  was	  a	  presence	  at	  many	  festivals,	  often	  sponsoring	  tents	  and	  parades	  in	  tandem	  with	  unions	  and	  workers’	  groups.	  A	  traditional	  band	  played	  along	  the	  boardwalk	  during	  the	  early	  evening,	  and	  a	  DJ	  played	  dance	  music	  along	  the	  beach	  at	  night	  before	  a	  large,	  buoyant	  audience.	  In	  this	  manner,	  politics,	  heritage,	  and	  popular	  (communal)	  culture	  mix	  in	  contemporary	  Finisterre.	  	  
	  
PERFORMING	  TRADITION:	  THE	  FIESTA	  DE	  ALBARIÑO	  	  
August 2, 2010 The	  68th	  Festival	  of	  Albariño	  is	  in	  full	  swing.	  On	  the	  outskirts	  of	  the	  festival,	  ladies	  sell	  traditional	  Galician	  desserts	  and	  lottery	  tickets.	  Carnival	  rides	  ring	  the	  perimeter	  of	  the	  main	  plaza.	  	  A	  large	  tent	  hawking	  traditional	  Galician	  crafts	  sits	  off	  to	  the	  side,	  while	  by	  the	  parked	  cars	  women	  and	  men	  sit	  on	  blankets	  offering	  costume	  jewelry.	  The	  main	  thoroughfare	  is	  converted	  into	  the	  thoroughfare	  of	  the	  festival	  with	  tents;	  as	  you	  exit	  you	  go	  past	  the	  large	  cathedral	  and	  through	  beautiful	  parks.	  Throughout	  the	  festival	  you	  see	  groups	  of	  young	  and	  old	  people	  in	  matching	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t-­‐shirts	  (groups	  that	  are	  called	  penas).	  Souvenir-­‐tasting	  glasses	  are	  sold;	  wines	  by	  the	  bottle	  and	  glass	  are	  available.	  	  The	  annual	  festival,	  the	  oldest	  wine	  party	  in	  Galicia	  and	  the	  second	  oldest	  in	  Spain,	  attracts	  over	  150,000	  people.	  While	  some	  other	  food	  festivals	  in	  Galicia	  draw	  mostly	  local,	  working	  class	  attendants,	  this	  is	  an	  international	  festival	  that	  attracts	  a	  very	  upper	  middle-­‐class	  audience,	  and	  sells	  out	  hotels	  in	  the	  city	  and	  throughout	  the	  neighboring	  towns.	  Cambados	  is	  the	  heart	  of	  the	  wine	  region,	  and	  a	  lot	  of	  energy,	  organization	  and	  money	  go	  into	  the	  festival.	  Rather	  than	  just	  a	  weekend,	  the	  festival	  lasts	  an	  entire	  week.	  There	  are	  conference	  talks,	  tasting	  seminars,	  painting	  classes,	  and	  photography	  exhibitions.	  The	  festival	  has	  expanded	  beyond	  wine	  to	  encompass	  a	  range	  of	  cultural	  interests.	  	  	  The	  Festival	  de	  Albariño,	  and	  Albariño	  wine,	  are	  explicitly	  associated	  with	  the	  terroir	  of	  the	  Rias	  Baixas.	  Albariño	  is	  a	  distinctly	  Galician	  grape.	  It	  produces	  a	  white	  wine,	  an	  “aromatic	  and	  zesty	  wine	  with	  characteristics	  varying	  from	  subzone	  to	  subzone	  –	  more	  “melony”	  qualities	  from	  Val	  do	  Salnés,	  peachier	  and	  softer	  notes	  from	  O	  Rosal	  and	  earthier	  styles	  from	  Condado	  do	  Tea”	  (http://www.riasbaixaswines.com/about/what_albarino.php).	  	  Within	  Spain,	  Albariño	  (and	  white	  wine	  in	  general)	  are	  primarily	  consumed	  within	  Galicia—outside	  of	  the	  region,	  it	  is	  more	  popular	  as	  an	  export	  product.	  Within	  Galicia	  there	  are	  5	  subzones,	  each	  with	  distinct	  characteristics	  that	  have	  gained	  traction	  in	  the	  international	  market.	  Recent	  modernization	  efforts	  have	  been	  adopted	  with	  an	  eye	  towards	  expanding	  export	  potential.	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Thus,	  this	  is	  an	  important	  event	  for	  wine	  producers.	  While	  there	  are	  other	  wine	  festivals,	  they	  are	  smaller	  and	  more	  local	  in	  character.	  The	  Festa	  do	  Albariño	  (the	  festival’s	  Galician	  name)	  is	  the	  premier	  local	  festival	  for	  gathering	  a	  cosmopolitan	  audience.	  	  The	  Albariño	  festival	  goes	  to	  great	  lengths	  to	  distinguish	  itself	  as	  Galician,	  in	  contrast	  to	  Spain.	  There	  is	  no	  mention	  of	  the	  Spanish	  state.	  Instead,	  we	  are	  greeted	  by	  gallego	  music,	  and	  served	  a	  menu	  that	  eschews	  iconic	  Spanish	  dishes	  such	  as	  paella,	  tortilla	  Española,	  and	  gazpacho,	  in	  favor	  of	  empanada,	  mussels	  and	  navajas.	  Similarly	  the	  wine	  labeling	  presents	  iconic	  images	  of	  Galicia	  and	  explicitly	  links	  itself	  to	  a	  Galician	  past.	  This	  often	  invokes	  a	  Celtic	  history,	  which	  itself	  was	  recuperated	  as	  a	  political	  project	  from	  its	  romantic	  period	  in	  the	  19th	  century	  (Souto,	  2000).	  As	  Kirschenblatt-­‐Gimblett	  reminds	  us,	  neoliberal	  formations	  have	  both	  enabled	  and	  required	  local	  sites	  to	  use	  heritage	  as	  a	  way	  of	  making	  space	  profitable.	  Localities	  are	  able	  to	  reinvent	  themselves	  under	  the	  auspices	  of	  “preservation;”	  transforming	  “a	  location	  into	  a	  destination,	  produc[ing]	  ‘hereness’”	  (Kirschenblatt-­‐Gimblett	  1998,	  153).	  At	  the	  Albariño	  festival,	  this	  happens	  at	  three	  levels.	  First,	  the	  festival	  provides	  a	  venue	  for	  the	  stories	  that	  citizens	  “tell	  themselves	  about	  themselves”	  (Geertz,	  1973).	  The	  stories	  are	  about	  the	  locality,	  its	  history	  and	  traditions,	  providing	  a	  sense	  of	  connection	  to	  the	  space,	  regardless	  of	  the	  actuality	  of	  the	  “throwntogetherness	  of	  place”	  (Massey,	  2005).	  	  Festivals’	  stories	  sort	  through	  the	  various	  narratives	  and	  provide	  a	  streamlined	  narrative	  for	  both	  visitors	  and	  local	  citizens—albeit	  based	  on	  a	  fixed,	  static	  identity.	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The	  second	  level	  exists	  for	  those	  who	  travel	  to	  see	  it	  in	  its	  locality—Spaniards,	  other	  Gallegos,	  and	  summer	  vacationers.	  In	  these	  cases	  we	  have	  examples	  of	  “community-­‐based	  festivals’	  selected	  dishes	  thought	  to	  be	  familiar	  to	  the	  crowds	  but	  also	  fitting	  of	  a	  particular	  public	  identity,	  one	  that	  was	  usually	  based	  on	  an	  imagined	  past”	  (Long,	  2004,	  43).	  In	  this	  case,	  these	  dishes	  might	  disappoint	  a	  traveller	  not	  familiar	  with	  Galicia	  and	  its	  customs,	  or	  someone	  expecting	  more	  exotic	  fare.	  The	  foods	  of	  Galicia	  rely	  on	  the	  quality	  of	  the	  ingredients	  and	  not	  their	  preparation—freshness	  and	  subtle	  seasoning	  (with	  the	  exception	  of	  the	  healthy	  use	  of	  olive	  oil	  and	  salt)	  are	  the	  dictums	  that	  cooks	  and	  chefs	  work	  with.	  This	  simplicity	  might	  be	  mystifying,	  or	  even	  boring	  after	  a	  long	  trip.	  However,	  within	  the	  context	  of	  the	  festival	  and,	  working	  within	  the	  logic	  of	  heritage	  marketing	  and	  globalized	  nostalgic	  consumption,	  it	  is	  the	  very	  traditional	  and	  “simple”	  nature	  of	  the	  dishes—and	  their	  unerring	  “authenticity”—that	  marks	  them	  as	  desirable	  for	  display	  and	  sale	  as	  festival	  items.	  The	  third	  level	  is	  international—expanding	  the	  knowledge	  and	  cultural	  capital	  beyond	  the	  local	  or	  national.	  Heritage	  not	  only	  transforms	  the	  local	  into	  a	  destination	  in	  the	  sense	  of	  “here”	  but	  it	  also	  “produces	  the	  local	  for	  export”	  (Kirschenblatt-­‐Gimblett,	  1998,	  155).	  These	  efforts	  are	  encouraged	  by	  government	  tourism	  agencies,	  funded	  by	  European	  Union	  initiatives	  and	  explicitly	  linked	  to	  notions	  of	  historical	  difference	  and	  a	  primordial	  authenticity.	  	  Thus,	  in	  producing	  and	  reenacting	  an	  authentic	  Galician	  identity,	  these	  festivals	  create	  and	  circulate	  an	  imagined	  past	  that	  connects	  them	  to	  contemporary	  consumption	  habits—such	  the	  focus	  on	  consumption	  as	  the	  means	  of	  cultural	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expression,	  and	  commercial	  culture	  as	  an	  indicator	  of	  modernity	  	  (Miller	  2007).	  Constantly	  re-­‐circulated	  and	  exported,	  in	  these	  instances	  terroir	  is	  being	  capitalized	  on.	  We	  also	  see	  a	  commitment	  to	  Galicia	  and	  the	  land	  as	  a	  means	  of	  remembering	  a	  community’s	  history	  and	  developing	  a	  future.	  It	  is	  this	  duality—our	  interest	  as	  consumers	  in	  supra-­‐national	  high-­‐end	  food	  marketing	  and	  our	  increasing	  awareness	  of	  the	  ethics	  of	  consumption	  (Davidson,	  2007)	  that	  are	  reconfiguring	  our	  relationship	  to	  the	  rural.	  As	  sociologist	  Isamu	  Ito	  (2011)	  noted,	  this	  sort	  of	  urban	  interest	  in	  the	  rural	  has	  become	  a	  global	  phenomenon,	  often	  promoted	  as	  an	  idealized	  haven	  from	  the	  frenzied	  pace	  of	  the	  city.	  	  
	  
PERFORMING	  MARITIME	  CULTURE:	  SPACE,	  PLACE,	  AND	  THE	  SEA	  	  
June	  2011,	  O	  Grove,	  Spain	  The	  bus	  from	  Santiago	  de	  Compostela	  begins	  to	  slow.	  I	  am	  riding	  on	  a	  Greyhound-­‐style	  bus—large	  plush	  seats,	  overhead	  storage	  for	  bags,	  more	  space	  below,	  bathroom	  in	  back,	  etc.	  Except	  that	  a	  passenger	  has	  just	  asked	  the	  driver	  to	  stop	  at	  the	  corner	  ahead,	  his	  friend	  is	  waiting	  for	  him	  there.	  The	  bus	  comes	  to	  a	  stop	  on	  the	  side	  of	  the	  road.	  We	  are	  on	  a	  long	  isthmus,	  with	  sandy,	  undeveloped	  beach	  out	  the	  window	  to	  my	  right,	  stretching	  out	  into	  clear	  blue	  water.	  Across	  the	  highway,	  there	  is	  a	  large	  parking	  lot,	  and	  a	  sign	  “A	  Lanzada.”	  Later,	  I	  would	  come	  to	  this	  beach	  regularly	  after	  my	  language	  classes—it	  is	  a	  major	  tourist	  destination,	  a	  site	  of	  significant	  historical	  importance,	  and	  a	  very	  nice	  bike	  ride.	  Ahead	  of	  us	  on	  the	  road	  is	  a	  rotunda,	  with	  mopeds	  and	  cars	  committing	  their	  European	  death	  turns,	  and	  the	  gentleman’s	  friend,	  smoking	  a	  cigarette	  outside	  the	  driver’s	  side	  door	  of	  his	  Fiat,	  waiting	  for	  our	  arrival.	  We	  continue	  on,	  following	  the	  rotundas	  and	  the	  curves	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of	  the	  ria	  arousa	  until	  we	  enter	  O	  Grove.	  As	  we	  enter	  the	  smell	  of	  fish,	  and	  a	  large	  statue	  of	  an	  anchor	  greet	  me.	  	  	   The	  city	  of	  O	  Grove	  is	  largely	  a	  tourist	  town.	  By	  that,	  I	  mean	  to	  describe	  a	  town	  whose	  residents	  regularly	  described	  it	  as	  “asleep	  all	  winter”	  and	  “awake	  twenty-­‐four	  hours	  a	  day”	  during	  the	  summer.	  The	  town	  is	  located	  on	  a	  peninsula	  within	  the	  rias	  baixas	  (lower	  rivers)	  of	  Galicia.	  The	  rias	  baixas	  are	  becoming	  a	  well-­‐known	  wine	  region	  globally;	  as	  a	  whole	  the	  autonomous	  community	  of	  Galicia	  is	  an	  economy	  primarily	  one	  based	  on	  agriculture,	  viti/viniculture,	  and	  tourism.	  The	  manner	  in	  which	  these	  three	  economic	  threads	  are	  being	  interwoven	  through	  Galicia’s	  identity	  performance	  is	  particularly	  salient	  in	  O	  Grove,	  a	  municipality	  that	  strives	  maximize	  its	  assets—location,	  location,	  location—during	  the	  prime	  summer	  months,	  while	  maintaining	  its	  historic	  maritime	  economy	  year-­‐round.	  	  For	  the	  visitor,	  it	  is	  clear	  that	  O	  Grove	  balances	  between	  the	  two	  economies,	  maritime	  and	  tourism.	  As	  such,	  they	  perform	  the	  cultural	  heritage	  of	  the	  maritime	  industry	  as	  a	  tourist	  attraction.	  This	  gave	  the	  town	  a	  feeling	  of	  being	  a	  “quilt”	  with	  various	  strategies	  of	  subsistence	  and	  sustainability	  being	  very	  visible	  during	  this	  summer	  of	  the	  economic	  crisis	  and	  the	  15-­‐M.13	  While	  at	  the	  school,	  the	  directors	  encouraged	  us	  to	  investigate	  the	  town	  and	  the	  area’s	  history.	  When	  a	  large	  group	  of	  students	  begin	  classes,	  the	  directors	  take	  the	  students	  on	  a	  trip	  around	  the	  peninsula,	  which	  ends	  with	  a	  stop	  at	  La	  Lonja,	  the	  auction	  house	  where	  the	  day’s	  catch	  is	  bid	  out	  to	  local	  restaurateurs	  and	  fishmongers.	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
13 The 15-M or “los indignados” (the indignants/outraged) is the term used to describe the 
movement that began in Spain on the 15 of May, 2011 demanding a radical change in 
Spanish politics.  
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The	  port	  is	  the	  economic	  and	  spiritual	  center	  of	  the	  town.	  The	  bus	  I	  rode	  on	  followed	  the	  highway	  along	  side	  the	  ria	  da	  arousa	  into	  town;	  the	  pungent	  smell	  of	  fish	  enveloped	  me.	  It	  dissipated	  (or	  I	  grew	  accustomed	  to	  it)	  by	  the	  time	  we	  arrived	  at	  the	  bus	  stop,	  just	  a	  few	  minutes	  later.	  The	  bus	  stop	  is	  located	  at	  the	  port,	  with	  the	  Center	  for	  Water	  Sports	  behind	  it,	  and	  a	  small	  beach	  along	  side	  it.	  Restaurants	  advertising	  seafood	  platters	  line	  the	  streets.	  About	  two	  blocks	  further	  west	  is	  La	  
Lonja,	  the	  site	  of	  the	  auctions	  of	  the	  daily	  catch.	  Demonstrating	  the	  utility	  of	  the	  port,	  rather	  than	  an	  interest	  in	  scenic	  vistas	  for	  the	  patrons	  of	  nearby	  restaurants,	  what	  may	  have	  been	  an	  idyllic	  view	  of	  tug	  boats	  and	  the	  ria	  da	  arousa	  is	  blocked	  by	  a	  large	  parking	  area,	  piles	  of	  fishing	  nets,	  and	  lobster	  cages	  stacked	  several	  feet	  high.	  In	  the	  center	  of	  the	  parking	  lot	  stands	  a	  statue—three	  women,	  hauling	  nets	  out	  of	  the	  ocean.	  The	  statue	  is	  erected	  in	  honor	  the	  women	  who	  work	  in	  the	  maritime	  industries.	  Scattered	  throughout	  the	  town	  are	  other	  statues,	  representing	  maritime	  culture—there	  is	  a	  statue	  competition	  at	  the	  annual	  seafood	  festival.	  The	  tourism	  office	  is	  located	  in	  a	  small	  one-­‐room	  building	  outside	  of	  La	  Lonja.	  As	  I	  stop	  in	  to	  pick	  up	  my	  maps	  and	  itineraries	  of	  the	  region,	  it	  becomes	  evident	  that	  this	  is	  how	  the	  town	  pieces	  itself	  together—the	  streets	  all	  emanate	  from	  the	  center	  of	  the	  La	  Lonja,	  and	  the	  primary	  tourism	  activities	  center	  on	  la	  ria	  arousa.	  	  Boat	  tours	  to	  see	  the	  flats	  where	  the	  mejillones	  (mussels)	  are	  cultivated	  are	  a	  popular	  activity	  for	  tourists	  in	  O	  Grove.	  These	  trips	  provide	  a	  steamed	  mussel	  lunch	  and	  Albariño	  wine.	  During	  my	  stay,	  the	  language	  school	  I	  attended	  arranged	  an	  excursion	  for	  the	  students	  on	  such	  a	  trip.	  Sonia,	  a	  native	  Galician	  who	  taught	  English	  at	  the	  school	  and	  her	  friend	  Pilar,	  also	  a	  Gallega	  from	  Lugo	  (a	  city	  in	  the	  interior)	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noticed	  with	  pointed	  disdain	  that	  the	  music	  being	  piped	  through	  the	  speakers	  was	  flamenco—from	  the	  southern	  region	  of	  Andalucía.	  A	  few	  of	  the	  other	  tourists	  began	  making	  a	  show	  of	  dancing	  along—complete	  with	  the	  foot	  stamping	  and	  hand	  posing	  that	  accompanies	  a	  flamenco	  or	  sevillana.	  Pilar	  and	  Sonia	  look	  at	  each	  other,	  annoyed,	  and	  comment	  that	  it	  should	  be	  a	  Gallego	  song—we	  are	  in	  Galicia.	  This	  begins	  a	  conversation	  lamenting	  the	  lack	  of	  information	  about	  Galicia	  as	  a	  region	  that	  is	  available	  to	  tourists.	  This	  conundrum	  is	  amplified	  when	  we	  consider	  that	  the	  region’s	  tourism	  is	  primarily	  drawn	  from	  the	  rest	  of	  Spain.	  The	  performance	  of	  place	  and	  identity	  is	  of	  a	  nation	  for	  the	  citizens	  of	  the	  larger	  nation-­‐state.	  The	  women	  dancing	  flamenco	  very	  well	  could	  have	  been	  Andalucían	  then—the	  song	  was	  played	  so	  they	  can	  enjoy	  a	  childhood	  anthem,	  rather	  than	  provide	  a	  universal	  “image”	  of	  Spain	  for	  an	  international	  audience.	  My	  friends’	  desire	  for	  a	  seamless	  experience	  of	  Galicia	  may	  have	  been	  polysemic	  as	  well—in	  addition	  to	  their	  enjoyment,	  they	  may	  want	  to	  relive	  their	  childhood	  festival	  memories	  and	  dances.	  Also,	  as	  natives	  of	  the	  region,	  they	  may	  have	  a	  desire	  to	  showcase	  and	  educate	  the	  “guests”	  (students	  and	  tourists)	  about	  their	  culture	  and	  history.	  As	  an	  autonomous	  community	  that	  claims	  “nationhood”	  within	  the	  state	  of	  Spain,	  these	  cultural	  differences	  of	  language,	  music,	  literature,	  and	  history	  have	  been	  the	  buttress	  of	  this	  claim.	  	  The	  tourism	  of	  the	  region	  works	  at	  merging	  these	  diverse	  desires	  into	  a	  coherent	  and	  viable	  industry.	  Many	  western	  nations	  seek	  a	  romantic	  rural	  past,	  and	  global	  interest	  in	  foodways	  surges,	  this	  creates	  new	  opportunities	  for	  the	  region—which	  they	  have	  been	  quick	  to	  embrace.	  The	  streets	  in	  O	  Grove	  radiated	  toward	  the	  
ria,	  (which	  rather	  than	  translating	  to	  river,	  are	  better	  thought	  of	  as	  fjord	  or	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statuary—a	  body	  of	  salt	  water,	  where	  the	  ocean	  and	  rivers	  meet).	  Often,	  large	  groups	  of	  people	  would	  be	  seen	  at	  sunset,	  hunting	  or	  fishing	  in	  the	  low	  tides.	  The	  boardwalk	  was	  another	  location	  where	  the	  maritime	  economy	  and	  past	  was	  performed	  as	  both	  tourism	  and	  nostalgia.	  Along	  the	  pedestrian	  path	  signposts	  were	  set	  up,	  explaining	  the	  history	  of	  the	  area,	  the	  importance	  of	  fishing,	  and	  the	  historic	  evolution	  of	  fishing	  vessels.	  One	  of	  these,	  titled	  “Marisqueo	  desde	  embarcacion”	  (figure	  3)	  describes	  the	  process	  of	  fishing	  from	  a	  small	  boat,	  in	  Castilian	  and	  Galician.	  While	  some	  parts	  of	  the	  text	  are	  translated	  in	  parallel,	  not	  all	  of	  it	  is—some	  portions	  are	  only	  in	  Galician,	  while	  others	  are	  only	  in	  Castilian.	  The	  text	  describes	  how	  the	  fishermen	  catch	  the	  seafood	  by	  boat,	  that	  different	  varieties	  are	  available	  by	  boat	  (as	  opposed	  to	  by	  foot),	  and	  that	  “this	  fish	  is	  always	  brought	  in	  by	  men,	  as	  it	  is	  hard	  manual	  labor	  and	  great	  physical	  strength	  is	  needed.”	  Other	  sections	  contain	  information	  about	  the	  types	  of	  nets	  used,	  boats,	  the	  equipment,	  and	  the	  process	  of	  fishing	  in	  this	  manner.	  Similar	  signs	  are	  posted	  throughout	  the	  boardwalk	  of	  O	  Grove,	  drawing	  attention	  to	  the	  landscape,	  its	  ties	  to	  the	  gastronomy,	  and	  the	  location	  of	  the	  city	  within	  the	  larger	  economic	  forces	  of	  Galicia	  and	  the	  European	  markets.	  	  	  
BECOMING	  A	  SEA	  WOLF:	  PRESERVING	  LOCAL	  ECONOMIES	  THROUGH	  CULINARY	  TOURISM	  	  Pescanatur	  is	  another	  project	  embodying	  these	  attempts	  to	  unite	  the	  strains	  of	  capitalism,	  identity	  preservation	  and	  the	  contemporary	  interest	  in	  heritage	  foodways.	  Outside	  of	  La	  Lonja,	  a	  sign	  advertises	  their	  project.	  Under	  the	  heading	  “Cultura	  Maritima	  do	  Salnes	  San	  Martiño:	  Confraria	  de	  Pescadores	  do	  Grove”	  is	  a	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map	  of	  the	  peninsula,	  with	  a	  legend	  detailing	  the	  type	  of	  fishing	  activities	  conducted	  in	  various	  areas.	  On	  the	  left,	  pictures	  of	  seafood	  being	  auctioned	  at	  La	  Lonja,	  of	  a	  fisherman	  on	  his	  boat	  with	  his	  catch,	  and	  of	  a	  group	  in	  the	  river,	  trolling	  for	  almejas	  (clams)	  and	  berberechos	  (cockles)	  as	  a	  marisquero	  (shellfisher).	  Above	  this,	  in	  Galician,	  Castilian,	  English,	  Italian	  and	  French,	  text	  explains:	  	  “This	  Guild	  is	  one	  of	  the	  pioneers	  of	  maritime	  tourism	  in	  Galicia,	  its	  members	  contributing	  to	  the	  promotion	  of	  maritime	  culture.	  Thus	  invigorating	  the	  social	  scene	  adding	  emphasis	  to	  the	  importance	  of	  the	  world	  marine	  life,	  and	  fishing	  and	  shell	  fishing.	  Together	  with	  the	  Guild	  of	  Pontevedra	  and	  Cangas	  the	  PESCANATUR	  is	  carried	  out	  in	  which	  fishing,	  shell	  fishing,	  and	  tourism	  are	  integrated.”	  	  A	  pamphlet	  available	  at	  the	  tourism	  office	  further	  explains	  the	  activities	  available.	  Cheery	  font	  encourages	  the	  reader	  to	  “Become	  a	  fisher	  for	  a	  day!”	  and	  “You	  can	  feel	  like	  one	  of	  us!”	  Tours	  on	  foot	  and	  by	  boat	  are	  offered,	  and	  the	  description	  of	  the	  text	  emphasizes	  the	  authenticity	  of	  the	  guides:	  “Take	  our	  walking	  tour	  of	  the	  shellfish	  banks	  of	  the	  Rias	  Baixas	  where	  their	  own	  (shell)	  fishermen	  will	  be	  your	  guides	  and	  will	  explain	  their	  work”	  (emphasis	  theirs)…	  “To	  know	  how	  the	  clams	  and	  cockles	  are	  extracted	  from	  these	  beaches,	  the	  holes	  that	  they	  leave	  in	  the	  sand,	  the	  distinct	  species	  that	  there	  are…you	  can	  spend	  a	  small	  amount	  of	  time	  as	  a	  fisherman.”	  	  The	  trip	  on	  the	  boat	  promises	  to	  “Convert	  you	  into	  an	  authentic	  sea	  wolf!”	  “We	  offer	  you	  the	  possibility	  to	  navigate	  the	  Rias	  Baixas	  in	  one	  of	  our	  fishing	  boats,	  as	  one	  more	  fisherman,	  sharing	  with	  the	  crew	  a	  real	  work	  day	  schedule.	  The	  
captain	  will	  teach	  you	  how	  it	  operates	  at	  sea,	  boat	  parts,	  gear	  used,	  work	  areas,	  legends	  ...	  complementing	  the	  route	  with	  a	  natural	  and	  cultural	  visit	  to	  the	  
estuary.	  Once	  ashore,	  you	  can	  also	  visit	  the	  fish	  market	  and	  see	  how	  the	  seafood	  arrives	  throughout	  the	  day,	  is	  weighed,	  labeled,	  prepared	  in	  boxes	  and	  then	  auctioned”	  (emphasis	  theirs).	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The	  rutas	  en	  barco	  include	  trips	  on	  boats	  of	  “craft	  fish”	  (pesca	  artisanal):	  octopus,	  crab,	  spider	  crab;	  shellfish	  (marisqueo):	  clams	  and	  cockles;	  and	  boats	  the	  capture	  specific	  resources:	  barnacles	  (percebe)	  and	  razor	  shell	  clams	  (navaja).	  These	  trips	  range	  from	  30	  euro	  for	  the	  shellfish	  trip	  to	  40€	  for	  the	  other	  two	  for	  adults,	  children	  between	  the	  ages	  of	  12-­‐16	  are	  5€	  less,	  no	  one	  younger	  than	  twelve	  is	  allowed.	  The	  marisqueo	  a	  pie	  costs	  8E	  for	  adults,	  6€	  between	  6-­‐16	  years	  old,	  and	  less	  than	  6	  years	  old	  is	  free.	  They	  offer	  a	  group	  rate	  of	  5€	  for	  groups	  bigger	  than	  10€.	  	  Boarding	  the	  boat	  for	  a	  tour	  with	  Pescanatur	  (the	  first	  part	  of	  the	  name	  “Pesca”	  is	  fish,	  and	  the	  second	  “Natur”	  is	  nature)	  at	  4	  in	  the	  morning,	  the	  performativity	  of	  these	  three	  threads	  for	  the	  consumption	  of	  others—non-­‐Gallegos—is	  made	  clear.	  Pescanatur	  describes	  itself	  as	  a	  non-­‐profit	  founded	  in	  2006,	  as	  a	  means	  of	  “diversifying	  the	  fishing/seafood	  sector,	  while	  putting	  in	  action	  tourist	  activities	  with	  true	  fishermen	  and	  women,	  with	  a	  goal	  to	  the	  public	  Galicia’s	  ocean	  world,	  thereby	  enhancing	  their	  knowledge,	  placing	  value	  on	  their	  maritime	  products	  and	  conveying	  the	  authenticity	  of	  the	  mariner’s	  work,	  all	  geared	  to	  maintain	  the	  deeply	  rooted	  marine	  culture	  and	  traditions.	  	  They	  continue	  to	  describe	  their	  efforts	  as	  “a	  new	  model	  of	  sustainable	  tourism	  that	  raises	  awareness	  about	  the	  importance	  of	  the	  sector	  and	  as	  an	  alternative	  that	  does	  not	  degrade	  the	  environment,	  nature	  preserves	  and	  the	  preservation	  of	  maritime	  heritage,	  where	  the	  quality	  of	  work	  is	  aligned	  with	  the	  enjoyment	  environment.”	  (pamphlet)	  The	  organization	  has	  been	  created	  to	  promote	  and	  preserve	  the	  heritage	  and	  culture	  of	  fishery	  and	  the	  Rias	  Baixas	  (www.pescanatur.com).	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   Early	  one	  July	  morning	  my	  friend	  Elizabeth	  and	  I	  met	  at	  the	  bus	  station,	  which	  sits	  in	  front	  of	  the	  port.	  It	  was	  about	  four	  thirty,	  a	  time	  in	  Spain	  when	  the	  bars	  and	  clubs	  were	  still	  open	  and	  it	  would	  still	  be	  respectable	  to	  be	  coming	  home.	  In	  a	  town	  as	  small	  as	  this,	  there	  were	  fewer	  late	  night	  options,	  but	  even	  here	  the	  Spanish	  schedule	  was	  abided	  by—which	  also	  meant	  that	  coffee	  to	  go	  would	  not	  be	  available.	  I	  had	  taken	  great	  care	  to	  layer	  myself—in	  general	  the	  north	  of	  Spain	  is	  much	  colder	  than	  the	  interior	  and	  south,	  but	  I	  hadn’t	  accounted	  for	  just	  how	  much	  colder,	  and	  had	  spent	  most	  of	  my	  days	  there	  huddled	  in	  the	  two	  wraps	  I	  had	  packed	  in	  my	  carry-­‐on.	  For	  this	  early	  morning	  ride,	  I	  had	  borrowed	  a	  long-­‐sleeved	  knit	  shirt	  from	  a	  friend,	  I	  layered	  that	  over	  a	  long-­‐sleeved	  shirt	  over	  a	  tank	  top.	  Then	  I	  put	  on	  a	  jean	  jacket,	  with	  a	  hot	  pink	  scarf,	  and	  a	  pageboy	  cap.	  The	  idea	  wasn’t	  to	  look	  fashionable,	  and	  I	  did	  not.	  It	  was	  still	  dark	  out,	  as	  I	  saw	  Elizabeth,	  a	  cheerful	  Dutch	  midwife	  in	  her	  early	  sixties	  waving	  at	  me.	  She	  was	  wearing	  a	  brightly	  patterned	  hoodie,	  with	  a	  fleece	  over	  it.	  Elizabeth	  had	  been	  in	  O	  Grove	  longer	  than	  I,	  learning	  Spanish	  as	  part	  of	  her	  training	  in	  a	  dance	  therapy	  program.	  As	  she	  explained	  it,	  the	  original	  methodology	  and	  theory	  were	  written	  in	  Spanish,	  and	  she	  wanted	  to	  be	  able	  to	  read	  it.	  Having	  had	  the	  foresight	  to	  bring	  a	  thermos	  of	  coffee,	  she	  offered	  me	  some.	  I	  gratefully	  accepted.	  	  	   We	  scanned	  the	  port,	  wondering	  how	  to	  find	  our	  boat.	  I	  had	  made	  the	  reservations	  over	  the	  phone,	  always	  a	  tricky	  proposition	  with	  my	  American	  accent.	  In	  my	  notebook,	  I	  had	  the	  name	  “Vendaval”	  written,	  with	  the	  notation	  that	  it	  was	  “towards	  the	  back.”	  Cars	  entered	  the	  port	  area,	  and	  lone	  fishermen	  boarded	  boats,	  loading	  their	  nets	  and	  cages	  aboard.	  There	  was	  none	  of	  the	  activity	  and	  chatter	  on	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the	  dock	  that	  I	  would	  have	  expected.	  We	  walked	  down	  one	  aisle,	  then	  another	  before	  finding	  someone	  to	  ask	  for	  directions.	  Luckily	  he	  knew	  the	  boat,	  and	  pointed	  us	  in	  the	  right	  direction.	  When	  we	  arrived	  at	  Vendaval	  we	  met	  Ricardo	  from	  near	  Valladolid.	  He	  had	  driven	  out	  to	  O	  Grove	  on	  his	  Harley,	  and	  came	  on	  the	  trip	  because	  he	  was	  interested	  in	  the	  life	  of	  the	  fishermen,	  as	  his	  town	  was	  landlocked.	  We	  stood	  above	  the	  boat,	  waiting	  for	  the	  marineros	  to	  allow	  us	  to	  board.	  Elizabeth	  wondered	  if	  there	  would	  be	  coffee	  aboard,	  we	  all	  hoped	  they’d	  send	  us	  home	  with	  something	  as	  a	  ‘parting	  souvenier’	  of	  fresh	  seafood	  (in	  a	  conversation	  with	  my	  language	  teacher	  Samuel,	  he	  had	  mentioned	  that	  this	  happened	  usually).	  As	  the	  crew	  came	  to	  greet	  us,	  they	  brought	  us	  yellow	  rubber	  suits	  to	  wear,	  and	  life	  preservers.	  The	  boat	  was	  the	  picturesque	  	  sort	  of	  fishing	  boat	  one	  would	  expect.	  It	  was	  brightly	  colored:	  green	  on	  the	  body,	  with	  a	  white	  captain’s	  quarters	  and	  orange	  trim.	  We	  were	  instructed	  to	  sit	  in	  the	  back	  of	  the	  boat	  as	  we	  left	  the	  port.	  There	  weren’t	  any	  seats,	  so	  we	  pearched	  awkwardly	  on	  wooden	  planks	  that	  streatched	  across	  the	  stern.	  It	  was	  still	  dark,	  with	  very	  little	  activity—a	  few	  boats	  coming	  back	  already,	  and	  others	  getting	  ready	  to	  leave.	  I	  asked	  when	  the	  main	  “rush”	  was,	  and	  the	  captain	  shrugged,	  answering	  that	  everyone	  has	  their	  own	  schedule,	  and	  superstitions.	  Vendaval	  spent	  almost	  2	  hours	  getting	  out	  to	  the	  first	  site.	  As	  we	  motored	  out,	  it	  was	  so	  loud	  that	  conversation	  was	  difficult.	  We	  were	  under	  strict	  instructions	  to	  not	  move	  from	  our	  places,	  sitting	  on	  small	  wooden	  planks	  at	  the	  back	  of	  the	  boat.	  The	  sun	  rose	  over	  the	  mountains,	  and	  my	  fellow	  tourists	  and	  I	  chit-­‐chatted.	  As	  the	  boat	  put	  down	  anchor,	  the	  Captain	  came	  over	  the	  chat	  with	  us.	  He	  introduced	  himself,	  and	  explained	  a	  bit	  about	  the	  machines	  that	  they	  were	  using.	  I	  asked	  what	  they	  were	  going	  to	  catch,	  remembering	  the	  list	  in	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brochure	  .	  He	  laughed,	  and	  simply	  replied	  “hopefully,	  something.”	  About	  five	  feet	  from	  where	  we	  had	  been	  corralled,	  there	  was	  a	  wooden	  pillar,	  with	  a	  round	  metal	  sphere	  attached	  at	  a	  right	  angle.	  I	  had	  spent	  much	  of	  the	  boat	  ride	  wondering	  what	  it	  was	  for,	  and	  what	  it	  looked	  like.	  The	  thing	  at	  the	  doctor’s	  office	  with	  which	  they	  look	  at	  your	  ear	  is	  the	  closest	  visual	  approximation	  I	  could	  arrive	  at.	  As	  the	  Captain	  explained	  what	  the	  object	  did,	  the	  crew	  was	  moving	  about	  the	  boat,	  lifting	  buoys	  and	  hooking	  eyes.	  The	  object	  was	  a	  spool/pully,	  the	  net,	  as	  it	  emerged	  from	  the	  sea	  was	  attached	  to	  it,	  and	  then	  it	  slowly	  spun	  while	  the	  Captain	  spread	  the	  netting	  and	  emptied	  the	  catch	  before	  it	  reached	  the	  spool.	  If	  there	  was	  a	  large	  item,	  such	  as	  a	  crab	  or	  lobster,	  more	  complicatedly	  tangled,	  the	  machine	  was	  stopped	  for	  a	  moment.	  	  As	  the	  net	  was	  pulled	  from	  the	  sea,	  algae	  gathered	  beneath	  the	  nets,	  eventually	  filling	  the	  stern	  of	  the	  boat	  (figure	  4).	  Behind	  the	  Captain	  stood	  the	  other	  three	  crew	  members.	  As	  the	  net	  wheeled	  off	  the	  machine,	  they	  picked	  it	  up	  and	  pulled	  it	  back,	  picking	  out	  the	  remaining	  algae	  and	  spreading	  it	  out	  to	  dry.	  	  	   The	  first	  fish	  came	  up	  rather	  quickly.	  We	  squealed	  with	  delight.	  I	  tried	  to	  get	  closer	  for	  a	  picture,	  the	  boat	  pitched	  forward,	  and	  I	  stumbled.	  A	  crew	  member	  gave	  me	  a	  stern	  look,	  pointing	  at	  the	  rotating	  machine	  and	  telling	  me	  to	  stay	  seated.	  Embarrased,	  I	  tried	  to	  explain	  that	  I	  know	  my	  way	  around	  boats	  and	  just	  don’t	  have	  my	  sea	  legs	  yet.	  Then,	  realizing	  that	  sounded	  ridiculous	  in	  Spanish	  or	  English,	  I	  sat	  down.	  A	  starfish	  came	  next—again	  the	  three	  of	  us	  gasped	  in	  excitement,	  cameras	  clicking	  away.	  Then	  two	  crabs,	  a	  small	  shark	  (which	  eventually	  was	  thrown	  back)	  and	  a	  lobster.	  As	  well	  as	  a	  bucket	  of	  fish.	  This	  was	  over	  the	  span	  of	  two	  hours.	  While	  the	  men	  packed	  up	  the	  netting,	  the	  Captain	  explained	  that	  usually	  they	  re-­‐set	  the	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nets	  for	  the	  next	  morning,	  but	  since	  it	  was	  Friday	  they	  couldn’t	  fish	  again	  until	  Monday,	  by	  government	  rules.	  “Because	  of	  the	  tourism,	  people	  come	  out	  here	  with	  their	  motorboats,	  they	  get	  hurt.	  We	  will	  come	  out	  late	  Sunday	  to	  set	  the	  nets.”	  Vendaval	  continued	  on	  to	  two	  more	  spots,	  with	  a	  similar	  scenario	  being	  re-­‐enacted	  at	  each	  location.	  Although	  the	  standard	  tour	  is	  seven	  or	  eight	  hours,	  I	  can’t	  say	  I	  was	  overwhelmingly	  dissappointed	  when	  the	  Captain	  explained	  that	  the	  tour	  was	  shorter	  because	  of	  the	  weekend	  fishing	  regulations—the	  work	  was	  long,	  repetitive,	  and	  cold.	  As	  we	  headed	  back	  to	  port,	  the	  Captain	  was	  in	  a	  much	  cheerier	  mood.	  We	  asked	  how	  “we”	  had	  done	  that	  day—shrugging	  enigmatically	  the	  Captain	  responded	  that	  “some	  are	  better,	  some	  are	  much	  worse.”	  His	  father	  was	  a	  fisheman,	  but	  his	  children	  had	  moved	  to	  the	  city,	  not	  wanting	  to	  live	  the	  life	  of	  a	  marinero	  “its	  too	  hard	  these	  days.”	  I	  asked	  why	  he	  participated	  in	  Pescanatur,	  what	  it	  was	  about.	  He	  answered	  that	  people	  were	  always	  at	  the	  port,	  asking	  about	  what	  they	  did,	  if	  they	  could	  come	  along	  on	  a	  trip	  and	  see	  how	  its	  done,	  and	  so	  forth.	  The	  fishermen	  thought,	  why	  not	  do	  it	  safely,	  with	  insurance?	  It	  would	  be	  very	  expensive	  otherwise.	  People	  enjoy	  the	  trip,	  he	  liked	  showing	  what	  he	  did,	  and	  it	  brought	  in	  some	  extra	  money.	  	  As	  the	  crew	  sorted	  out	  the	  catch	  into	  various	  bins—the	  lobster	  in	  one,	  the	  crabs	  in	  another,	  and	  the	  fish	  into	  several	  white	  tubs-­‐-­‐-­‐we	  learned	  how	  much	  he	  hoped	  to	  make	  at	  auction.	  Later,	  as	  Elizabeth	  and	  I	  discussed	  the	  adventure	  over	  coffee,	  we	  wondered	  how	  a	  crew	  of	  four	  could	  make	  a	  living	  on	  that	  little	  money.	  	  	  This	  was	  a	  question	  that	  I	  asked	  myself	  time	  and	  again	  throughout	  my	  experience	  in	  Spain.	  What	  was	  common,	  as	  I	  learned	  from	  my	  trips	  to	  the	  bodegas,	  shops	  and	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farms	  was	  for	  families	  to	  have	  diversified	  incomes—in	  addition	  to	  the	  “paycheck”	  they	  may	  also	  have	  a	  small	  farm	  for	  personal	  use,	  and	  grow	  grapes	  to	  sell	  at	  harvest	  time	  to	  a	  cooperative	  bodega	  for	  example.	  Or	  perhaps	  manufacture	  and	  sell	  wine	  from	  their	  home.	  Such	  methods	  of	  stitching	  together	  sustenance	  through	  traditional	  Galician	  methods	  present	  a	  way	  forward	  towards	  a	  new	  Galician	  economy	  during	  a	  time	  of	  economic	  crisis.	  While	  these	  methods	  are	  not	  necessarily	  performed	  by	  choice,	  there	  is	  a	  strange	  irony	  that	  the	  United	  States	  has	  seen	  a	  turn	  to	  these	  very	  methods	  of	  diversification	  in	  light	  of	  the	  recent	  “Great	  Recession”	  (for	  example	  former	  Harvard	  economist	  and	  Boston	  College	  sociologist	  Juliet	  Schor’s	  2010	  book	  
Plentitude	  articulates	  the	  same	  diversification	  that	  I	  saw	  in	  Galicia—fewer	  work	  hours	  and	  more	  self-­‐sustainability.	  	  	  	  	  
LA	  LONJA	  Included	  at	  the	  end	  of	  the	  Pescanatur,	  and	  as	  part	  of	  the	  language	  school’s	  introductory	  trip	  around	  town,	  is	  a	  visit	  to	  La	  Lonja,	  the	  seafood	  auction	  house.	  It	  is	  adjacent	  to	  the	  daily	  market,	  in	  an	  architecturally	  non-­‐descript	  brick	  building	  in	  front	  of	  the	  ria	  and	  the	  city	  square.	  The	  large,	  fancy	  tourist	  friendly	  seafood	  restaurants	  sit	  near	  there,	  as	  does	  city	  hall,	  and	  the	  city’s	  parks.	  During	  the	  festivals,	  the	  stage	  for	  the	  bands	  is	  set	  up	  in	  front	  of	  the	  building.	  La	  Lonja	  essentially	  marks	  the	  center	  of	  town.	  That	  said	  it	  is	  rather	  unintimidating	  inside.	  As	  Vendaval	  docked,	  and	  we	  disembarked	  (short	  of	  fresh	  seafood)	  we	  were	  met	  by	  a	  representative	  from	  Pescanatur	  who	  had	  printed	  certificates	  verifying	  our	  participation	  in	  the	  day’s	  tour.	  Asking	  about	  the	  tour	  of	  La	  Lonja,	  the	  crew	  mentioned	  that	  we	  could	  get	  in	  if	  we	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showed	  the	  certificate,	  and	  that	  things	  started	  around	  three.	  I	  went,	  showing	  my	  certificate	  at	  the	  door	  (although	  it	  seemed	  that	  an	  explanation	  might	  have	  done	  just	  as	  well).	  I	  was	  there	  early,	  the	  only	  visitor.	  A	  few	  workers	  told	  me	  they	  weren’t	  open	  yet,	  but	  I	  explained	  why	  I	  was	  there	  and	  asked	  what	  they	  were	  doing.	  I	  was	  waived	  in,	  and	  shown	  how	  a	  member	  of	  the	  crew	  dropped	  the	  catch	  off	  at	  a	  back	  door,	  where	  each	  bin	  was	  assigned	  a	  number.	  Then	  it	  was	  catalogued,	  and	  put	  on	  ice	  until	  auction	  time.	  When	  I	  returned	  at	  auction	  time,	  the	  warehouse	  was	  transformed.	  It	  was	  full	  of	  people,	  streams	  of	  tourists	  pressing	  up	  against	  the	  rope	  barrier	  meant	  to	  keep	  them	  out	  of	  the	  hair	  of	  the	  fishmongers	  and	  restaurateurs	  that	  were	  there	  to	  do	  business.	  The	  white	  bins	  of	  seafood	  were	  lining	  large	  metal	  tables,	  forming	  a	  ring	  around	  the	  auctioneer.	  Above	  him	  was	  a	  digital	  sign,	  announcing	  what	  boat	  it	  came	  from,	  who	  the	  buyer	  was,	  at	  what	  price,	  quantity,	  and	  the	  information	  for	  the	  last	  auction.	  The	  way	  the	  auctions	  in	  Galicia	  were	  conducted	  were	  from	  high	  to	  low	  however—the	  caller	  began	  with	  a	  high	  price	  for	  the	  catch	  then	  slowly	  lowered	  it	  until	  someone	  bid.	  Then,	  depending	  on	  the	  quantity	  of	  seafood	  available,	  they	  would	  have	  their	  choice.	  The	  caller	  then	  continued	  dropping	  the	  price	  until	  someone	  else	  bid—they	  had	  second	  choice;	  and	  so	  forth.	  	  Should	  the	  price	  drop	  too	  low	  for	  the	  fisherman	  to	  want	  to	  sell,	  they	  have	  the	  option	  to	  remove	  their	  product	  from	  the	  market.	  As	  the	  caller	  announces	  the	  catch,	  the	  bidders	  carry	  a	  pen	  like	  device	  that	  contains	  their	  information—once	  they	  press	  it;	  it	  transmits	  their	  data	  to	  the	  computer.	  There	  are	  two	  auctions	  taking	  place	  at	  once—fish	  and	  shellfish.	  In	  the	  middle	  of	  the	  room,	  white	  bins	  are	  stacked	  up	  and	  laid	  out,	  allowing	  potential	  buyers	  to	  examine	  upcoming	  auction	  items	  (figure	  5).	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The	  mariners	  reach	  forward	  and	  arrange	  the	  crabs	  in	  the	  bin,	  hoping	  to	  make	  them	  more	  attractive.	  One	  gentleman	  picks	  up	  a	  crab,	  holding	  him	  out	  to	  the	  family	  in	  front	  of	  me	  so	  the	  children	  can	  see	  it	  better.	  He	  points	  to	  the	  various	  parts	  that	  one	  should	  look	  at	  to	  make	  sure	  that	  you	  are	  getting	  a	  fresh	  purchase.	  People	  pick	  up	  the	  shellfish,	  prod	  it,	  and	  move	  on.	  Groups	  of	  tourists	  move	  too	  close	  to	  the	  action	  and	  are	  pushed	  back	  to	  the	  rope.	  	  Tourism	  has	  grown	  into	  one	  of	  the	  world’s	  largest	  export	  industries—but	  by	  importing	  visitors	  to	  consume	  goods	  locally.	  As	  a	  location’s	  assets	  cease	  to	  serve	  viable	  economic	  benefits,	  “heritage”	  provides	  a	  means	  to	  add	  value.	  “It	  does	  this	  by	  adding	  the	  value	  of	  pastness,	  exhibition,	  difference,	  and,	  where	  possible,	  indigeneity"	  (Kirschenblatt-­‐Gimblett,	  1998,	  p.	  150).	  During	  past	  decades	  transnational	  mediascapes	  have	  shifted	  our	  attention	  to	  the	  alimentary	  as	  a	  means	  of	  orienting	  ethnic	  and	  gender	  identities,	  as	  discussed	  in	  Chapter	  2.	  This	  has	  also	  lead	  to	  culinary	  experiences	  and	  knowledge	  providing	  a	  certain	  cultural	  capital,	  and	  programs	  such	  as	  Pescanatur	  are	  attempting	  to	  both	  provide	  that	  education	  and	  sustain	  the	  maritime	  economy	  that	  is	  part	  of	  the	  Galician	  landscape.	  	  	   	  	  
	  “UNO	  CLAVE	  DE	  GALICIA	  ES	  LA	  COCINA”:	  A	  KEY	  TO	  GALICIA	  IS	  THE	  FOOD	  -­‐-­‐Javier	  Olleros,	  Culler	  de	  Pau,	  July	  2011	  	  	  Does	  everything	  have	  to	  taste	  the	  same?	  Don’t	  they	  have	  some	  spices?	  By	  day	  five	  of	  my	  family	  trip,	  my	  aunt	  Carmucha	  had	  had	  enough	  of	  the	  pulpo,	  caldo	  gallego,	  and	  
patatas	  fritas	  that	  are	  standard	  restaurant	  fare.	  I	  was	  reminded	  of	  my	  study	  abroad	  trip	  in	  1998,	  when	  I	  traveled	  Spain	  with	  a	  bottle	  of	  Tabasco	  sauce	  in	  my	  purse,	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seeking	  to	  spice	  up	  the	  bland	  cuisine	  at	  the	  tourist	  restaurants.	  This	  summer,	  we	  were	  running	  into	  the	  same	  problem—we	  were	  often	  eating	  in	  a	  hurry,	  or	  in	  small	  towns	  on	  the	  road,	  and	  unwilling	  to	  put	  the	  time	  and	  effort	  into	  finding	  the	  elite	  restaurants.	  	  There	  was	  some	  truth	  to	  my	  aunt’s	  observation,	  however.	  As	  Javier	  Olleros,	  chef	  and	  owner	  of	  Culler	  de	  Pau	  (the	  Wooden	  Spoon)	  observed,	  “We	  are	  very	  closed	  in	  on	  ourselves.	  We	  are	  very	  stopped,	  and	  it	  takes	  a	  lot	  of	  energy	  to	  get	  us	  moving.”	  	  He	  later	  replied,	  more	  charitably,	  that	  Galician	  chefs	  “have	  a	  respect	  for	  the	  product.	  We	  don’t	  put	  a	  lot	  on	  the	  product...we	  cook	  with	  soul.	  Chefs	  are	  technical,	  but	  you	  don’t	  notice	  it.”	  He	  likened	  the	  cuisine	  to	  that	  of	  Japan	  in	  that	  way.	  Olleros	  is	  part	  of	  a	  group	  of	  Galician	  chefs	  known	  as	  the	  “Nove	  Gastronómico.”	  As	  a	  website	  devoted	  to	  highlighting	  the	  chefs	  and	  their	  restaurants	  explains,	  “they	  are	  <<nove>>	  (nine)…and	  they	  are	  <<novos>>	  (young).	  They	  have	  been,	  and	  still	  are,	  a	  renovative	  movement	  of	  the	  Galician	  cuisine”	  (www.nove.biz/en/about).	  The	  site	  continues,	  highlighting	  the	  manner	  in	  which	  this	  group	  of	  young	  chefs	  dedicate	  themselves	  to	  modernizing	  Galician	  cuisine,	  while	  “keeping	  the	  organoleptic	  qualities	  of	  their	  creations.”	  	  This	  is	  evident	  in	  the	  food	  that	  arrives	  at	  my	  table	  that	  evening.	  We	  selected	  the	  tasting	  menu,	  and	  each	  course	  listed	  was	  recognizable	  but	  upon	  arrival	  at	  our	  table,	  I	  was	  immediately	  grateful	  for	  the	  server’s	  description	  of	  the	  components	  on	  the	  plate	  before	  me.	  	  Some	  dishes	  clearly	  played	  with	  classic	  “Spanish”	  dishes,	  such	  as	  the	  amuse-­‐bouches	  of	  gazpacho	  (an	  Andalucían	  dish),	  with	  one	  organic	  grape	  tomato,	  a	  cucumber	  gelato,	  topped	  with	  olive	  oil.	  Others	  appeared	  as	  typical	  as	  at	  a	  neighborhood	  restaurant,	  however	  rendered	  unfamiliar	  (or	  rather,	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more	  historically	  familiar?)	  by	  the	  attention	  to	  the	  locality	  of	  the	  ingredients.	  One	  course,	  the	  red	  meat,	  is	  javelin—wild	  boar—a	  species	  native	  the	  region	  that	  had	  been	  on	  the	  verge	  of	  going	  extinct	  before	  this	  group	  of	  chefs	  took	  an	  interest	  in	  serving	  the	  meat.	  Also	  referred	  to	  as	  Celtic	  pork	  (cerdo	  celto),	  they	  are	  now	  raised	  on	  farms,	  and	  sold	  for	  a	  premium	  price.	  	  Olleros	  discussed	  the	  manner	  in	  which	  the	  animal	  was	  raised	  for	  a	  year	  prior	  to	  slaughter,	  but	  that	  the	  meat	  doesn’t	  travel	  well,	  so	  much	  of	  it	  is	  lost.	  Other	  menu	  items	  come	  from	  the	  beach	  that	  sits	  in	  front	  of	  the	  restaurant.	  On	  weekly	  trips,	  the	  restaurant	  staff	  find	  local	  herbs	  and	  grasses—seaweeds	  that	  make	  their	  way	  into	  the	  dishes,	  as	  well	  as	  grasses	  that	  taste	  of	  salt,	  and	  yerba	  louisa	  (or	  lemon	  verbena).	  The	  website	  features	  beautiful	  photography	  of	  the	  dishes.	  The	  English	  portal	  simply	  states	  “Cuisine	  very	  simple	  with	  Galician	  roots,”	  while	  the	  Spanish	  site	  lists	  the	  current	  degustation	  menu:	  	  	  Moluscos	  con	  fondo	  de	  roca	  y	  emulsión	  ahumada;	  Puerro	  joven	  con	  zamburiña,	  sobre	  queso	  curado	  de	  Arzúa	  y	  maíz;	  Bacallao	  con	  salsa	  de	  setas	  y	  castañas	  con	  codium	  salteado;	  Jarrete	  y	  Tocino	  de	  Porco	  Celta	  con	  ñoquis,	  verza	  y	  vinagreta	  de	  acelga;	  Esponjoso	  de	  limón	  y	  albahaca	  con	  tónica	  e	  hinojo;	  Whisky,	  cacao,	  yogurt	  de	  té	  verde	  y	  galleta	  de	  almendra.	  (Rock-­‐bottom	  mollusks	  and	  a	  smoked	  emulsion;	  young	  leeks	  and	  scallops	  over	  Arzúa	  cheese	  and	  corn;	  Bacallao	  with	  a	  sauce	  of	  mushrooms	  and	  chestnuts	  and	  sautéed	  codium	  (seaweed);	  celtic	  pork	  hock	  and	  bacon	  with	  gnocchi,	  cabbage,	  and	  beet	  vinaigrette;	  foam	  of	  lemon	  and	  basil	  with	  tonic	  and	  fennel;	  whiskey,	  cocoa,	  green	  tea	  yogurt	  and	  an	  almond	  cookie).	  	  	  As	  individual	  ingredients,	  these	  items	  appear	  frequently	  at	  restaurants	  in	  the	  region—it	  is	  the	  method	  of	  preparation	  and	  presentation	  that	  sets	  the	  restaurant	  apart	  as	  “novo”.	  	  Isabel	  Molina,	  in	  my	  dissertation	  proposal	  defense,	  asked	  me	  where	  the	  chefs	  were	  that	  were	  using	  international	  ingredients	  in	  Spain.	  At	  the	  time,	  prior	  to	  my	  2011	  trip	  and	  after	  my	  aunt	  lamented	  the	  lack	  of	  variety	  at	  the	  readily	  tourist	  accessible	  restaurants	  in	  the	  summer	  of	  2010,	  I	  wasn’t	  sure.	  But,	  the	  question	  did	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serve	  as	  a	  useful	  reminder	  to	  de-­‐Americanize	  the	  transnational	  flow	  of	  goods	  and	  knowledge.	  Fusion	  cuisine	  doesn’t	  just	  happen	  when	  Anglo	  cuisine	  encountered	  “the	  other”	  either	  in	  an	  embrace	  of	  a	  wrestle-­‐-­‐although	  those	  are	  perhaps	  the	  most	  well	  known	  examples	  (such	  as	  chicken	  tikka	  marsala).	  Cuisine	  has	  always	  been	  hybrid,	  fusioned.	  Even	  in	  Galicia,	  which	  appears	  very	  regionally	  fixed	  (during	  our	  conversation	  I	  asked	  Olleros	  what	  the	  global	  influence	  on	  Galician	  food	  has	  been,	  and	  he	  responded	  with	  a	  laugh,	  “None!	  We	  are	  very	  closed	  in.	  Stopped.	  Our	  food	  is	  very	  traditional”)	  But	  even	  then,	  he	  recounted	  the	  story	  of	  pulpo	  a	  la	  feria	  (festival	  octopus),	  an	  iconic	  Galician	  dish.	  The	  thinly	  sliced	  octopus	  is	  served	  with	  paprika,	  which	  is	  not	  gallego,	  and	  the	  olive	  oil	  is	  from	  the	  south.	  Over	  time,	  as	  Olleros	  explains,	  the	  Gallegos	  adopted	  these	  flourishes	  themselves.	  	  	  Olleros’	  tag	  line	  for	  his	  cuisine	  is	  “Cociña	  con	  Raices”	  (Food	  with	  roots).	  His	  parents	  were	  cooks	  and	  worked	  in	  the	  hotel	  industry.	  He	  spent	  15	  years	  in	  the	  industry,	  in	  O	  Grove	  and	  abroad.	  Olleros	  had	  thought	  about	  opening	  in	  Vigo,	  or	  A	  Coruña,	  but	  he	  explains,	  for	  him	  it	  is	  a	  form	  of	  living-­‐-­‐“Cocina	  que	  me	  da	  a	  etorno”	  (The	  kitchen	  is	  my	  environment).	  He	  continues	  to	  describe	  how	  he	  knows	  the	  people:	  “mi	  tierra,	  mi	  raices,	  mi	  gente”	  (my	  land,	  my	  roots,	  my	  people).	  There	  is	  something	  different	  here,	  something	  special.	  Olleros	  returns	  to	  the	  word	  “entorno”	  to	  describe	  what	  it	  is	  about	  this	  place	  that	  he	  felt	  it	  was	  where	  he	  should	  put	  his	  restaurant	  here.	  In	  his	  description	  of	  the	  land	  I	  am	  reminded	  of	  contemporary	  discussions	  of	  terroir-­‐-­‐the	  notion	  that	  a	  particular	  plot	  of	  earth	  contributes	  something	  inscrutable	  and	  essential	  to	  a	  product	  (Davidson	  2007,	  Trubeck	  2008).	  Olleros	  asks	  us	  what	  we	  thought	  about	  the	  décor	  and	  location	  of	  the	  restaurant.	  It’s	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gorgeous.	  It	  sits	  unassumingly	  on	  a	  street	  running	  alongside	  the	  river.	  Between	  the	  restaurant	  and	  the	  Ria	  da	  Arousa	  are	  fields	  and	  a	  few	  houses,	  with	  their	  gardens.	  Some	  toys	  show	  through.	  This	  contrasts	  with	  the	  ultra-­‐modern	  white,	  wood,	  and	  glass	  interior	  of	  the	  restaurant.	  Which	  is	  also	  quite	  different	  from	  the	  worn	  wood	  and	  rustic	  ambience	  found	  at	  many	  of	  the	  other	  bodegas	  and	  restaurants	  in	  the	  region.	  Olleros	  also	  mentions	  how	  the	  etorno	  here	  inspires	  him—he	  and	  his	  staff	  have	  weekly	  trips	  on	  Tuesday	  evenings,	  when	  the	  restaurant	  is	  closed,	  to	  go	  foraging	  the	  beach	  in	  front	  of	  the	  restaurant	  and	  the	  nearby	  woods.	  	  	   	  	   Olleros	  (and	  the	  other	  chefs	  who	  scavenge	  for	  ingredients)	  thusly	  relies	  on	  the	  land	  not	  as	  a	  symbolic	  repertoire	  but	  more	  as	  a	  palette	  for	  inspiration;	  and	  draws	  from	  the	  multiplicity	  of	  the	  global	  for	  culinary	  knowledge.	  This	  is	  what	  Massey	  might	  refer	  to	  as	  the	  local	  as	  product	  of	  globalization	  (169).	  The	  attention	  that	  Olleros	  and	  his	  staff	  pay	  to	  the	  terroir	  echoes	  the	  language	  of	  wine	  country—that	  the	  character,	  or	  chemistry,	  of	  the	  land	  is	  essential	  to	  the	  particularities	  of	  the	  flavors	  that	  are	  produced	  within	  the	  region.	  Once	  that	  is	  acknowledged,	  land	  becomes	  an	  inescapable	  component	  of	  culture.	  It	  is	  evident	  in	  discourses	  regarding	  the	  preparation	  of	  food—when	  Bourdain,	  Batali,	  and	  Olleros	  say	  that	  good	  food	  doesn’t	  need	  much	  preparation	  and	  the	  legislation	  protecting	  foodways	  as	  traditional	  patrimonial	  “belongings.”	  	   	  These	  elements	  are	  present	  throughout	  the	  region’s	  performances	  of	  primordial	  nationalism.	  It	  is	  their	  very	  ties	  to	  the	  land	  and	  geography	  of	  Galicia	  that	  provide	  the	  language	  for	  their	  nationalism,	  as	  it	  was	  in	  the	  case	  of	  the	  formation	  of	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Galician	  nationalism	  in	  the	  19th	  century—which	  will	  be	  discussed	  in	  chapter	  4.	  This	  is	  reified	  in	  the	  turismos,’	  vineyards’	  and	  chefs’	  discourses	  regarding	  the	  land.	  The	  merging	  of	  terroir	  and	  patria	  (or	  country)	  provides	  a	  productive	  avenue	  for	  intervention	  in	  ominous	  formations	  of	  transnational	  power.	  It	  reinvigorates	  interest	  in	  the	  land	  as	  a	  shared	  resource,	  and	  one	  that	  is	  not	  merely	  mythic	  and	  symbolic;	  but	  also	  generative	  and	  productive.	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FIGURES:	  	  	  Figure	  1:	  El	  Camino	  de	  Santiago	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Figure	  2:	  Rutas	  de	  Queso	  y	  Vino	  	  	  	  	  	  	  	  	  	  	  	  	  	  Figure	  3:	  Marisqueo	  desde	  embarcación	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  Figure	  4:	  Vendaval	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Figure	  5:	  La	  Lonja	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CHAPTER	  4:	  PACKAGING	  THE	  NATION	  FOR	  EXPORT	  
PACKAGING	  GALICIA:	  NOSTALGIA	  ON	  THE	  SHELF	  	  
	   As	  identity	  markers	  have	  entered	  the	  realm	  of	  commodifiable	  goods	  under	  late	  consumer	  capitalism,	  regions	  and	  nations	  such	  as	  Galicia,	  which	  have	  felt	  marginalized	  within	  larger	  state	  formations,	  have	  sought	  representation	  in	  the	  marketplace	  through	  commodities.	  The	  European	  Union’s	  appellation	  policy	  designates	  a	  tiered	  system	  of	  “protection”	  and	  branding	  for	  products	  determined	  to	  have	  a	  patrimonial	  heritage.	  This	  process	  explicitly	  links	  narratives	  of	  primordial	  belonging	  and	  tradition	  to	  specialized	  marketplace	  protection.	  	  Galicia’s	  food	  and	  tourism	  industries	  have	  coupled	  the	  experience	  of	  the	  land	  and	  nation;	  in	  contemporary	  representations	  their	  heritage	  as	  a	  nation	  and	  their	  foodways	  are	  inextricable.	  This	  is	  evident	  both	  as	  we	  experience	  the	  region	  performed	  through	  the	  bodies	  of	  those	  living	  on	  site,	  but	  also	  as	  the	  region’s	  food	  producers	  package	  their	  items	  for	  export.	  Culinary	  tourism	  is	  not	  only	  a	  lived	  experience,	  but	  also	  an	  exported	  commodity—packaged	  and	  traded	  on	  the	  global	  market.	  	  As	  Molina	  Guzmán	  observes,	  interdependent	  economic	  relationships	  inform	  the	  cultural	  politics	  surrounding	  the	  production	  and	  reception	  of	  cultural	  texts	  (2007,	  p.248).	  However,	  within	  the	  supranational	  structures	  of	  the	  European	  Union	  Galicia’s	  farmers	  and	  vintners	  display	  various	  levels	  of	  creative	  control	  over	  their	  production—at	  times	  subverting	  or	  eschewing	  official	  channels	  of	  sales	  and	  marketing—even	  as	  governmental	  entities	  encourage	  global	  engagement	  through	  bureaucratic	  networks.	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APPELLATION	  SYSTEM	  	  La	  Pataca	  de	  Galicia	  has	  reached	  the	  privileged	  status	  of	  protected	  geographical	  indication.	  Achieving	  this	  status	  requires	  tying	  one’s	  agricultural	  product	  to	  the	  land	  and	  to	  patrimony.	  An	  agricultural	  sector	  must	  convince	  the	  European	  Union’s	  regulatory	  body	  that	  there	  is	  an	  inherent	  and	  historical	  tie	  to	  the	  land—one	  that	  is	  worth	  preserving	  for	  the	  sake	  of	  heritage.	  	  
Storage and packaging take place in the identified geographical area in order to conserve 
the specific characteristics of the product, and because the facilities are traditionally 
located in the districts growing the best quality product. It should also be taken into 
account that, during the packaging process, the potatoes are hand-sorted by highly 
experienced staff with a tradition of handling this product. Furthermore, the aim is also to 
minimize possible deterioration of the final quality of the product as a result of 
transportation (more bumps, inappropriate temperatures, etc.) and unsuitable storage 
conditions.  	   What	  drew	  me	  to	  la	  pataca	  de	  Galicia	  was	  its	  seemingly	  benign	  nature.	  How	  can	  one	  claim	  a	  potato?	  Of	  course,	  my	  tour	  of	  the	  potato	  warehouses	  and	  vetting	  processes	  belied	  the	  intricate	  process,	  as	  well	  as	  the	  investment	  in	  national	  identity	  and	  development	  that	  such	  project	  both	  reflects	  and	  engenders.	  Shortly	  after	  my	  arrival	  in	  Ourense,	  a	  dusty	  landlocked	  town	  in	  the	  interior	  of	  the	  region,	  I	  met	  with	  Luis,	  the	  technical	  director	  of	  the	  consortium	  responsible	  for	  the	  monitoring	  of	  the	  Galician	  Potato.	  Luis	  would	  take	  me	  on	  an	  investigation	  of	  an	  applicant’s	  petition	  for	  PGI	  status.	  As	  we	  entered	  the	  potato	  field,	  he	  explained	  what	  qualities	  would	  help	  identify	  la	  pataca	  de	  Galicia:	  a	  round	  to	  oval	  shape;	  thin,	  smooth	  skin;	  shallow	  eyes,	  and	  most	  easily	  identifiable	  to	  the	  novice,	  a	  light	  yellow	  color	  of	  the	  skin,	  with	  a	  white	  flesh.	  When	  I	  asked	  why:	  why	  develop	  and	  invest	  in	  a	  regulatory	  body	  to	  mark	  a	  potato;	  why	  would	  an	  already	  cash	  strapped	  farmer	  pay	  an	  application	  fee;	  why	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would	  a	  warehouse	  take	  the	  time	  to	  place	  individual	  labels	  on	  each	  and	  every	  bag?	  Luis	  responded:	  “It	  is	  a	  mark	  of	  quality,	  a	  mark	  of	  pride.	  La	  Pataca	  de	  Galicia	  sells	  for	  2/3	  cents	  above	  others,	  depending	  on	  the	  year.	  The	  price	  is	  established,	  the	  product	  is	  established.”	  The	  globalization	  of	  the	  Galician	  market	  roughly	  coincides	  with	  the	  development	  of	  Spanish	  democracy	  and	  late	  consumer	  capitalism.	  While	  Spain	  lacked	  the	  traditional	  Keynesian	  welfare	  state	  that	  characterized	  much	  of	  the	  West,	  in	  the	  post-­‐Franco	  era,	  the	  Spanish	  state	  embraced	  the	  decentralization	  and	  democratization	  models	  demonstrated	  by	  its	  European	  neighbors.	  As	  Engel	  (2007)	  points	  out,	  these	  processes	  included	  “major	  power	  shifts	  away	  from	  the	  central	  government	  to	  local	  levels.	  The	  focus	  is	  on	  democratic	  participation,	  local	  control,	  and	  community	  decision-­‐making”	  (221).	  This	  model	  was	  supported	  by	  the	  European	  Union,	  whose	  methods	  of	  neoliberal	  governance	  throughout	  the	  1980s	  emphasized	  regional	  governance	  (Jeffery	  2002:	  239;	  in	  Engel	  2007).	  	  I	  put	  these	  social	  developments	  in	  conversation	  with	  the	  European	  Union’s	  policy	  imperatives	  and	  the	  current	  economic	  crisis’	  pressures.	  Ultimately,	  the	  twin	  processes	  of	  modernization	  and	  heritage	  marketing	  result	  in	  the	  simultaneous	  localizing	  of	  the	  wines	  within	  Galicia’s	  cultural	  and	  political	  heritage,	  while	  exporting	  “Galicia”	  to	  the	  global	  community.	  The	   European	   Union’s	   appellation	   system	   was	   designed	   to	   “protect”	  traditional	  and	  local	  specialties	  from	  imitation	  and	  fraud.	  The	  system	  has	  some	  800	  products	  under	  its	  schemes,	  which	  prevent	  the	  use	  of	  the	  label	  on	  any	  products	  not	  within	  the	  territories	  defined	  borders.	  National	  or	  regional,	   labeling	  contributes	  to	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the	   branding	   of	   the	   nation,	   reconstructing	   national	   identities	   for	   our	   increasingly	  global,	   mediated	   reality	   (Tregear,	   2003).	   Ultimately,	   it	   serves	   as	   a	   technology	   of	  power,	   distributing	   that	   power	   and	   working	   it	   through	   geographic	   space.	   The	  language	   of	   the	   appellation	   system	   serves	   to	   reinscribe	   food	   products	   within	   a	  particular	  geographical	  location	  and	  perceived	  community	  of	  origin.	  The	  PDO	  status	  explicitly	   seeks	   to	   fix	   the	   authenticity	   of	   popular	   foodstuffs	   as	   exemplary	   of	   local	  communities,	  and	  these	  foodstuffs	  serve	  to	  represent	  these	  sometimes,	  subordinate	  communities	  within	  the	  global	  and	  European	  marketplace.	  	  Galicia	  is	  reaching	  back	  through	  its	  heritage	  and	  traditions	  to	  speak	  to	  themselves	  through	  their	  commodities	  and	  build	  their	  “Galician”	  identities.	  	  The	  European	  Union’s	  appellation	  system	  contributes	  to	  the	  development	  and	  branding	  of	  Galicia’s	  gastronomy,	  encouraging	  local	  producers	  to	  modernize	  production	  processes	  and	  increase	  exports.	  Consortiums	  aimed	  at	  promoting	  their	  foodways	  adopt	  marketing	  strategies	  stressing	  historic	  ties	  to	  the	  terroir	  and	  culture	  of	  Galicia.	  Claims	  to	  Galicia’s	  Celtic	  history	  abound	  in	  the	  literature	  promoting	  the	  region.	  	  Neoliberal	  policies	  emphasize	  the	  fluidity	  and	  seeming	  boundlessness	  of	  globalization.	  Paradoxically,	  the	  European	  Union’s	  appellation	  policy	  demonstrates	  the	  ways	  both	  producer	  and	  consumer	  interests	  are	  met	  by	  a	  re-­‐invigorated	  interest	  in	  the	  very	  embededness	  of	  space	  as	  place	  (Massey,	  2005;	  Demossier,	  2001)	  and	  the	  borders	  that	  produce	  place.	  	  There	  is	  a	  general	  belief	  that	  Spain’s	  ascension	  to	  the	  European	  Union	  shortchanged	  their	  farmers,	  but	  the	  E.U.	  provides	  money	  for	  rural	  and	  agricultural	  development	  through	  the	  European	  Agricultural	  Fund	  for	  Rural	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Development	  (FEADER	  in	  Spanish).	  Galicia’s	  agriculture	  and	  particularly	  its	  wine	  sector	  have	  been	  beneficiaries	  of	  these	  initiatives.	  The	  imperatives	  behind	  these	  include	  a	  modernization	  of	  technologies,	  increase	  in	  production,	  and	  a	  diversification	  of	  rural	  sectors.	  The	  modernization	  and	  increase	  of	  production	  implied	  therein	  are	  interesting	  given	  the	  simultaneous	  restrictions	  on	  the	  EU’s	  labeling	  laws—namely	  that	  a	  product	  have	  a	  historical	  tie	  to	  the	  land,	  and	  rely	  on	  traditional	  production	  methods.	  Taken	  together,	  they	  provide	  a	  framework	  for	  performing	  localized	  identities	  within	  global	  market	  forces.	  	  
	  
BOTTLING	  THE	  NATION:	  BODEGAS	  AND	  BRANDING	  	  The	  Albariño	  grape	  is	  an	  important	  tie	  between	  the	  nation	  of	  Galicia	  and	  Europe.	  Folklore	  traces	  the	  grape’s	  ancestry	  to	  that	  of	  Riesling.	  It	  is	  said	  that	  the	  monks	  of	  Cluny	  brought	  the	  grape	  to	  Spain	  as	  they	  made	  their	  pilgrimage	  to	  Santiago	  de	  Compostela.	  This	  narrative	  ties	  Galicia	  to	  the	  larger	  European	  project	  of	  civilization	  through	  the	  spread	  of	  Christendom.	  As	  an	  important	  pilgrimage,	  the	  Camino	  de	  Santiago	  figures	  largely	  into	  Galicia’s	  narrative	  of	  a	  cosmopolitan	  European	  past.	  Similarly,	  ascension	  to	  the	  European	  Union	  has	  also	  allowed	  Galicia	  the	  ability	  to	  bypass	  Madrid	  and	  access	  funding	  from	  the	  EU	  as	  they	  grow	  their	  export	  industries.	  	  These	  linkages,	  between	  Galicia	  and	  a	  broader	  “Europe”	  provide	  new	  avenues	  for	  marketing,	  and	  reflect	  conflicting	  sensibilities	  in	  the	  approaches	  to	  embodying	  the	  nation	  within	  product	  packaging—namely	  the	  problem	  of	  embodying	  a	  locality	  while	  drawing	  on	  a	  cosmopolitan	  appeal.	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Upon	  its	  founding	  in	  2005,	  the	  bodega	  Paco	  &	  Lola	  received	  funding	  from	  both	  the	  Xunta	  de	  Galicia	  and	  the	  European	  Union.	  The	  funding	  helped	  buy	  equipment	  and	  provided	  support	  for	  the	  salary	  of	  an	  employee	  through	  the	  association	  IGAPE	  (Galician	  Institute	  for	  Economic	  Development).	  Sixty	  percent	  of	  production	  is	  exported	  to	  the	  United	  States,	  their	  main	  importer	  (interview	  with	  Carlos	  Carrión	  July	  2,	  2011).	  Maintaining	  the	  balance	  between	  technology	  and	  tradition,	  they	  boast	  a	  model	  of	  sustainable	  production.	  The	  third	  largest	  producer	  in	  the	  region,	  they	  comprise	  200	  hectares	  in	  the	  Salnes	  valley,	  and	  are	  the	  largest	  cooperative.	  	  Their	  flagship	  bottling,	  Paco	  &	  Lola,	  was	  envisioned	  and	  conceived	  with	  an	  eye	  towards	  global	  markets.	  In	  my	  conversation	  with	  Carlos	  Carrión,	  the	  president,	  he	  mentioned	  that	  the	  name	  of	  the	  company	  was	  chosen	  explicitly	  for	  the	  ease	  of	  pronunciation	  in	  any	  language.	  Even	  the	  use	  of	  the	  ampersand,	  rather	  than	  the	  “y”	  (and)	  to	  connect	  the	  names	  allows	  for	  an	  open	  interpretation.	  Meanwhile,	  “Paco,”	  and	  to	  a	  lesser	  extent,	  Lola,	  are	  explicitly	  Spanish	  names.	  The	  labeling	  is	  very	  modern,	  black	  and	  white	  polka	  dots,	  in	  contrast	  with	  the	  traditional	  tan	  labels	  of	  the	  estate	  bottles.	  As	  the	  press	  dossier	  describes	  the	  wine:	  	  A	  Divine	  Duo…	  Paco	  &	  Lola	  is	  the	  bet	  for	  a	  special	  moment,	  singular	  and	  sophisticated…This	  Albariño	  has	  been	  conceived	  with	  a	  global	  vision	  and	  a	  cosmopolitan	  style,	  but	  at	  the	  same	  time	  authentic	  and	  close	  to	  the	  lifestyle	  of	  our	  consumers.	  People	  without	  hang-­‐ups,	  with	  an	  open	  mind,	  and	  willing	  to	  try	  new	  experiences.	  (Press	  Dossier	  2011).	  	  	  While	  Paco	  &	  Lola	  presents	  itself	  as	  a	  global	  wine,	  the	  bodega	  nevertheless	  goes	  to	  lengths	  to	  mark	  the	  wine	  and	  its	  consumers	  as	  “authentic”—they	  know	  their	  lifestyle,	  and	  crave	  new	  experiences.	  The	  wine’s	  image	  matches	  the	  lifestyle	  of	  the	  consumer	  and	  allows	  them	  to	  perform	  an	  authentic	  identity,	  while	  also	  performing	  a	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new	  Galicia—one	  that	  is	  contemporary	  and	  cosmopolitan	  while	  adhering	  to	  tradition.	  	  	  	   Wines	  bottled	  by	  the	  bodega	  Paco	  &	  Lola	  reflect	  a	  similar	  blend	  of	  cosmopolitan	  optimism	  and	  localism	  as	  seen	  in	  their	  namesake	  bottling.	  Lolo	  is	  a	  lower-­‐end	  wine,	  featuring	  two	  dogs	  on	  the	  label,	  aimed	  at	  the	  youth	  market	  and	  sold	  in	  supermarkets.	  Their	  “iWine”	  (figure	  6)	  is	  macerated	  over	  dry	  ice	  at	  low	  temperatures.	  The	  bottle	  is	  an	  obvious	  spin-­‐off	  of	  the	  iPod—a	  sleek,	  silver	  label	  covers	  the	  bottle	  completely,	  with	  a	  play	  button	  on	  the	  label.	  	  Carrión	  of	  Paco	  &	  Lola	  was	  quite	  explicit	  when	  asked	  about	  the	  relationship	  between	  the	  nomenclature	  of	  his	  bottles	  and	  global	  marketing	  strategy—‘we	  want	  people	  to	  remember	  the	  image,	  not	  Spain.	  No	  one	  knows	  Spain.’	  Echoing	  that	  sentiment	  and	  underscoring	  the	  importance	  of	  Galicia	  as	  a	  nation	  within	  the	  imagination	  of	  the	  producers	  and	  consumers,	  Manuel	  Paz	  of	  the	  bodega	  Valdamor	  emphatically	  dismisses	  the	  idea	  that	  Albariño	  is	  known	  as	  a	  Spanish	  wine,	  declaring:	  “Gallego!	  We	  are	  recognized	  as	  the	  star.”	  	  	  	  This	  strategy	  is	  replicated	  across	  the	  Rias	  Baixas.	  The	  images	  on	  the	  website	  and	  labels	  of	  Martín	  Códax,	  one	  of	  the	  largest	  exporters	  to	  the	  United	  States	  include	  a	  map	  of	  Galicia,	  with	  Santiago	  de	  Compostela	  centered	  (figure	  7),	  a	  13th	  century	  manuscript	  from	  a	  Galician	  minstrel,	  and	  the	  name	  of	  the	  region	  given	  by	  the	  Romans,	  “Gallaecia.”	  (figure	  8)	  A	  smaller	  vineyard,	  with	  less	  export	  business,	  Pazo	  de	  Galegos	  is	  named	  “Palace	  of	  the	  Galician	  People”	  and	  celebrates	  its	  ancient	  vine	  and	  linkage	  to	  the	  man	  who	  found	  St.	  James’	  tomb	  (this	  was	  his	  house).	  The	  ancient	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roman	  wine	  press	  that	  still	  sits	  in	  the	  cellar	  is	  emblazoned	  on	  the	  label	  of	  a	  bottle	  (figure	  9).	  	  	   In	  these	  ads,	  as	  in	  the	  actual	  products	  themselves,	  a	  natural	  Galician	  heritage	  is	  drawn	  on,	  verbally,	  through	  the	  imagery,	  and	  legislatively	  to	  perform	  a	  national	  identity	  around	  foodstuffs.	  	  
	  ALONG	  THE	  ROUTE:	  	  
RELATIONSHIPS	  BETWEEN	  BODEGAS,	  THE	  STATE	  AND	  EUROPEAN	  UNION	  	  A	  narrow	  vertical	  sign	  announces	  the	  presence	  of	  the	  Bodega	  Gerardo	  Mendez,	  which	  is	  presented	  as	  a	  “bodega	  Antigua”	  from	  1973.	  Asked	  about	  the	  description,	  Encarna	  laughs	  and	  explains	  that	  the	  vines	  are	  ancient,	  even	  if	  her	  family	  isn’t.	  The	  bodega	  is	  family	  run—in	  addition	  to	  the	  five-­‐person	  family,	  they	  employ	  two	  people,	  and	  contract	  more	  during	  harvest.	  Harvest	  begins	  September	  15,	  but	  because	  of	  the	  weather	  in	  2011	  it	  might	  be	  sooner.	  In	  addition	  to	  the	  grapes	  on	  the	  property,	  they	  rented	  3	  parcels,	  and	  have	  a	  group	  of	  viticulturists	  that	  they	  work	  with.	  They	  also	  select	  grapes	  from	  other	  properties,	  while	  the	  fruit	  is	  still	  on	  the	  vine.	  Both	  the	  Xunta	  and	  EU	  have	  given	  Bodega	  Gerardo	  Mendez	  money	  to	  upgrade	  their	  equipment.	  When	  asked	  about	  promotional	  efforts,	  such	  as	  advertising,	  Encarna	  laughs	  and	  tells	  me	  “you’re	  looking	  at	  it!	  We	  are	  very	  small!”	  This	  is	  a	  common	  experience	  in	  the	  bodegas—very	  few	  staff	  and	  little	  attention	  paid	  to	  marketing	  and	  promotion.	  Those	  efforts	  fall	  to	  the	  D.O.	  Rias	  Baixas.	  As	  Encarna	  Gerardo	  Mendez	  of	  Bodegas	  Gerardo	  Mendez	  explained	  to	  me,	  these	  initiatives	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helped	  a	  lot	  with	  the	  expansion	  of	  the	  business:	  “We	  present	  how	  much	  of	  the	  machine	  we	  can	  pay	  for,	  and	  then	  they	  will	  help	  pay	  for	  a	  certain	  percentage,	  generally	  up	  to	  twenty.	  They	  also	  bring	  people	  here,	  or	  send	  people	  there	  from	  the	  Chamber	  of	  Commerces,	  to	  talk	  to	  each	  other.”	  	  The	  machines	  on	  each	  property	  are	  labeled	  with	  a	  sign	  bearing	  the	  various	  flags	  and	  emblems	  of	  the	  supra-­‐national,	  national	  and	  regional	  initiatives	  that	  contributed	  to	  their	  purchase.	  	  Shiny	  and	  silver,	  they	  stand	  in	  marked	  contrast	  to	  the	  celebrated	  rustic-­‐ness	  of	  wine	  country—stone	  walls,	  creeping	  grape	  vines	  mounted	  above	  the	  ground	  on	  wood	  frames	  and	  chickens	  often	  roosting	  underneath—forming	  a	  picturesque,	  idyllic	  countryside.	  What	  becomes	  important,	  Encarna	  noted,	  is	  that	  the	  machines	  macerate	  the	  grapes	  appropriately.	  “We	  have	  to	  maintain	  the	  form	  of	  work	  of	  the	  ancients	  without	  the	  physical	  work.”	  	  The	  signs	  and	  stickers	  that	  are	  visible	  on	  the	  vineyards’	  property	  serve	  as	  a	  reminder	  that	  the	  European	  Union	  has	  been	  instrumental	  in	  the	  functioning	  of	  the	  property.	  At	  times,	  the	  stickers	  read	  like	  the	  bumper	  stickers	  on	  a	  VW	  van—several	  government	  agencies	  from	  various	  sources	  that	  have	  been	  pieced	  together	  to	  fund	  the	  enterprise.	  Coming	  from	  the	  United	  States,	  a	  few	  months	  before	  very	  real	  political	  capital	  was	  to	  be	  spent	  on	  the	  value	  of	  roads	  as	  infrastructure,	  and	  the	  “self-­‐made	  man	  myth”	  on	  the	  2012	  presidential	  election;	  the	  acknowledgement	  of	  government	  intervention	  in	  the	  private	  sector	  was	  fascinating.	  	  The	  European	  Union’s	  interest	  in	  this	  sector	  is	  twofold.	  In	  part,	  the	  EU	  has	  had	  to	  respond	  to	  the	  discontent	  that	  its	  citizenry	  has	  displayed	  at	  the	  prospect	  of	  their	  “Europeanization.”	  This	  has	  taken	  the	  form	  of	  promoting	  “unity	  in	  diversity”—
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a	  policy	  of	  promoting	  the	  regional	  identities	  that	  have	  been	  re-­‐asserted.	  In	  2002,	  the	  European	  Commission	  stated:	  	  The	  aims	  of	  the	  EU’s	  cultural	  policy	  are	  to	  bring	  out	  the	  common	  aspects	  of	  Europe’s	  heritage,	  enhance	  the	  feeling	  of	  belonging	  to	  one	  and	  the	  same	  community,	  while	  recognizing	  and	  respecting	  cultural,	  national,	  and	  regional	  diversity,	  and	  helping	  cultures	  develop	  and	  become	  more	  widely	  known	  (Commission,	  2002,	  3).	  	  	  This	  statement	  reflects	  a	  decidedly	  multi-­‐cultural,	  pluralistic	  view,	  one	  that	  is	  a	  response	  to	  charges	  that	  the	  European	  Union	  presents	  a	  challenge	  to	  national	  and	  regional	  identities,	  or	  even	  seeks	  to	  erase	  them	  in	  the	  name	  of	  pan-­‐Europeanness.	  	  On	  the	  other	  hand,	  these	  initiatives	  seek	  to	  provide	  an	  economic	  base	  to	  modernize	  these	  same	  regions	  through	  the	  development	  of	  their	  “heritage”	  products.	  The	  EU’s	  appellation	  system	  has	  been	  key	  in	  implementing	  this.	  Achieving	  this	  status	  requires	  tying	  one’s	  agricultural	  product	  to	  the	  land	  and	  to	  patrimony.	  An	  agricultural	  sector	  must	  convince	  the	  European	  Union’s	  regulatory	  body	  that	  there	  is	  an	  inherent	  and	  historical	  tie	  to	  the	  land—one	  that	  is	  worth	  preserving	  for	  the	  sake	  of	  heritage.	  	  These	  funding	  schemes	  enable	  financial	  gain	  on	  the	  part	  of	  producers	  as	  they	  rely	  on	  “invented	  traditions”	  (Hobswam	  and	  Ranger,	  1993)	  to	  navigate	  the	  national,	  state,	  and	  supranational	  bureaucratic	  structures.	  Massey	  (2005)	  argues	  that	  these	  are	  “nostalgic	  responses	  to	  globalization	  which	  mourn	  the	  loss	  of	  the	  old	  spatial	  coherences”	  (65).	  As	  consumers	  search	  for	  “authentic	  products”	  on	  the	  global	  market,	  attentiveness	  to	  the	  mediation	  of	  such	  products	  brings	  awareness	  of	  the	  power	  differentials	  in	  play;	  which	  serve	  to	  “co-­‐determine	  the	  invention	  of	  the	  past”	  (Ulin,	  1996;	  p.	  62)	  as	  it	  is	  brought	  into	  the	  present.	  There	  is	  a	  symbiotic	  relationship	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for	  some	  producers	  as	  they	  receive	  support	  and	  funding	  from	  government	  institutions	  to	  enter	  global	  markets;	  while	  others	  eschew	  these	  initiatives;	  finding	  them	  unhelpful	  or	  unnecessary.	  	  
	  
ESCHEWING	  AUTHENTICITY:	  ROGUE	  TARTAS,	  BOOTLEG	  BODEGAS,	  &	  BLONDE	  BEEF	  
TARTA	  DE	  SANTIAGO	  	  
During my stay in Santiago de Compostela I met with Jose Cotón, the son of the 
founders of Casal Cotón. Casal Cotón is known for their tarta de Santiago (cake of St. 
James). Casal Cotón (the combined surnames of his parents) was one of the first bakeries 
opened in Santiago that focused on the tourist market. They have women dressed in 
distinctive white uniforms standing outside their stores offering samples of their tartas 
and other desserts to those passing by. Jose tells me this was their innovation, and what 
has helped them gain brand-name recognition.  
The tarta de Santiago is a traditional desert of Galicia, made of almond flour, 
eggs, and sugar. Depending on the recipe, lemon zest, sweet wine, brandy or orujo (grape 
marc) is used to top off the cake. It is distinctively dusted with powdered sugar, with the 
mark of the Cross of the order of Santiago showing in the center. In 2006, the EU granted 
the tarta PGI status. As the documentation elaborates, the almonds used must be from the 
Mediterranean, as Jose told me, traditionally the community of Valencia.  During my 
conversation with Jose, he points to the almonds as an example of the hypocrisy of the 
appellation scheme: “The almonds come from Valencia. That isn’t authentic to Galicia. 
How is that Galician? But we have always made it that way, so there is no heritage in that 
sense. It has always been international.”  
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When asked if Casal Cotón participates in the PGI scheme, he responds no—their 
brand recognition is enough. “We have been around long enough, and we have the name 
recognition. We do ship internationally, but it isn’t our main business. People recognize 
us here, when they come here. But the EU, you buy stickers. And each sticker costs 
money—so you lose money by joining.” Casal Cotón had established enough of a 
presence within Santiago de Compostela that the perceived gains of PGI status did not 
outweigh the cost of the bureaucratic structures necessary to maintain the status. And, 
despite the possible benefits of engaging in export markets, Casal Cotón feels that their 
product would suffer—the cake is too flaky to transport even for packaging (as codified 
in the EU legislation). I asked Jose if him and his friends eat tarta. He shrugs and says 
sure, someone might have a slice for dessert at a café, but it isn’t a big thing. It’s food.  
HAY	  ALBARIÑO:	  BOOTLEG	  WINE	  ALONG	  LAS	  RUTAS	  DE	  VINO	  	  I	  was	  driving	  through	  the	  O	  Salnes	  valley,	  a	  sub-­‐area	  of	  the	  Rias	  Baixas	  located	  between	  Vilagarcia,	  Sanxexo,	  and	  Caldas	  de	  Reis;	  the	  peninsula	  of	  O	  Grove	  forms	  the	  outer	  border	  of	  the	  area.	  I	  had	  been	  visiting	  several	  bodegas	  that	  day,	  conducting	  interviews,	  when	  I	  made	  a	  wrong	  turn	  while	  looking	  for	  lunch.	  I	  passed	  a	  large	  stone	  house,	  with	  several	  metal	  sculptures	  in	  the	  front	  yard.	  A	  hand-­‐painted	  wooden	  sign	  hung	  in	  front	  of	  the	  iron	  gate	  leading	  to	  the	  front	  door:	  “Hay	  Albariño”	  (We	  have	  Albariño).	  A	  car	  was	  pulling	  out	  of	  the	  driveway	  as	  my	  companion	  and	  I	  tried	  to	  pull	  in.	  The	  couple	  standing	  by	  the	  door	  waved	  us	  in,	  we	  parked	  and	  walked	  to	  the	  door.	  	  
Greeting	  us,	  we	  entered	  the	  house	  and	  were	  lead	  to	  an	  art	  gallery.	  Large	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canvases	  hung	  along	  several	  walls.	  In	  a	  corner	  were	  a	  table	  and	  two	  chairs.	  We	  introduced	  ourselves—my	  cousin	  had	  stopped	  in	  Galicia	  on	  his	  travels	  through	  Spain—and	  I	  explained	  my	  research	  project,	  and	  asked	  about	  their	  Albariño.	  The	  husband,	  Manuel,	  opened	  a	  bottle	  for	  us	  to	  try	  and	  gestured	  for	  us	  to	  sit	  down.	  Taking	  a	  seat,	  we	  asked	  about	  the	  paintings.	  They	  were	  the	  work	  of	  Marta,	  his	  wife.	  This	  was	  their	  full	  time	  work—painting	  and	  wine.	  They	  made	  2,000	  bottles	  of	  wine	  a	  season	  from	  the	  grapes	  in	  their	  yard,	  bottled	  by	  hand.	  They	  didn’t	  have	  an	  official	  bodega	  or	  sell	  to	  stores—just	  to	  passersby	  like	  us,	  or	  to	  local	  bars,	  called	  furanchos.	  Furanchos	  are	  bars	  where	  vintners	  can	  sell	  their	  surplus	  wines—any	  wine	  that	  is	  over	  quota.	  The	  intent	  is	  to	  supply	  a	  place	  for	  the	  consumption	  of	  surplus	  wine.	  Manuel	  and	  Marta	  are	  unlicensed—their	  wines	  are	  not	  under	  the	  purview	  of	  the	  Consejo	  Regulador—but	  at	  5E	  a	  bottle	  they	  are	  able	  to	  live	  on	  their	  earnings.	  They	  take	  us	  into	  their	  garage,	  which	  has	  been	  reconfigured	  into	  an	  aging	  and	  bottling	  area.	  They	  are	  aware	  that	  their	  lifestyle	  is	  somewhat	  different	  than	  most,	  but	  tell	  us	  that	  more	  people	  used	  to	  live	  off	  the	  land—its	  harder	  now	  that	  the	  economy	  is	  so	  bad;	  but	  its	  also	  hard	  to	  find	  jobs.	  They	  mention	  that	  everyone	  makes	  wine,	  or	  sell	  their	  grapes	  to	  the	  cooperatives.	  We	  talked	  for	  a	  while	  longer,	  finishing	  our	  glasses	  of	  wine	  and	  buying	  a	  couple	  of	  bottles	  before	  we	  had	  to	  leave	  for	  our	  next	  appointment.	  	  	  
Houses	  with	  expansive	  gardens—vegetable,	  chickens,	  sometimes	  pigs	  and	  maybe	  a	  cow	  or	  two,	  mark	  Galicia’s	  landscape.	  Grape	  vines	  are	  part	  of	  almost	  everyone’s	  lot,	  especially	  if	  they	  live	  in	  a	  smaller	  town	  have	  a	  bit	  outside	  of	  the	  city	  center.	  Even	  in	  the	  center	  of	  a	  town	  such	  as	  O	  Grove,	  it	  wasn’t	  unusual	  that	  a	  three-­‐
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flat	  unit	  would	  have	  a	  small	  garden	  of	  herbs	  (bay,	  parsley)	  and	  some	  grape	  vines	  growing	  in	  the	  courtyard	  or	  on	  a	  balcony.	  It	  is	  so	  commonplace	  for	  locals	  to	  have	  access	  to	  fresh	  herbs	  on	  their	  own	  that	  the	  supermarkets	  in	  O	  Grove	  didn’t	  stock	  fresh	  varieties.	  After	  looking	  for	  a	  few	  days,	  I	  asked	  a	  grocer,	  and	  she	  shook	  her	  head,	  walked	  away	  and	  out	  a	  back	  door.	  She	  came	  back	  a	  few	  moments	  later	  with	  fresh	  bay	  leaves	  she	  had	  picked	  from	  the	  yard	  behind	  the	  market,	  explaining,	  that’s	  what	  one	  does	  in	  O	  Grove.	  	  
	  
LA	  VACA	  RUBIA:	  SEARCHING	  FOR	  THE	  BLONDE	  COW	  	  	  I	  pulled	  my	  Peugot	  over	  to	  the	  side	  of	  the	  road,	  climb	  out,	  and	  approach	  the	  fence.	  A	  cow	  turns	  its	  head	  and	  stars	  at	  me.	  I	  zoom	  in,	  taking	  pictures	  at	  various	  angles.	  I	  had	  been	  driving	  through	  the	  interior	  of	  Galicia,	  the	  province	  of	  Lugo.	  The	  area	  is	  known	  for	  its	  agriculture,	  in	  contrast	  to	  the	  fishing	  villages	  on	  the	  coast;	  and	  I	  had	  come	  to	  see	  about	  a	  cow.	  La	  rubia	  gallega,	  or	  Galician	  blonde	  cow,	  obtained	  protected	  geographical	  origin	  status	  (PGI)	  in	  1996.	  Since	  then,	  there	  has	  been	  an	  increase	  in	  the	  breeding	  of	  the	  cow	  and	  the	  price	  at	  market—as	  well	  as	  the	  export	  capacity	  for	  ternera	  gallego	  (Galician	  veal).	  There	  are	  three	  levels	  of	  quality,	  supreme	  is	  the	  top,	  for	  cows	  slaughtered	  (the	  Spanish	  term	  is	  more	  tactful,	  “sacrificed”)	  at	  eight	  months	  or	  under;	  gallega,	  for	  animals	  ten	  months	  and	  under;	  and	  añojo/añejo14	  for	  animals	  between	  ten	  and	  eighteen	  months.	  The	  official	  documentation	  from	  the	  EU	  states	  that	  the	  animals	  must	  come	  from	  “The provinces 
of Lugo and Orense and municipalities in the provinces of La Coruna and Pontevedra” 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
14 Galician v. Castilian spelling 
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and describes the meat as “light pink flesh with pearly white evenly distributed fat, firm, 
fine-textured, slightly damp muscle” while the animals also have descriptions of their 
flesh and fat contents and coloration. The legislation requires the meat to be obtained 
from slaughterhouses registered with the Consejo Regulador (Regulatory Council) and 
located in the area of production. The final two directives outline the explicit ties to the 
land that are made through the legislation:  
e). Method of production: The meat is obtained from calves born, reared and 
slaughtered in Galicia and derived from stock, which is at least 50 % native. An 
identifying tag is affixed before slaughter and a seal and certificate are attached 
after slaughter to monitor the marketing process. 
(f) Link: Regular heavy rain encourages the growth of meadows and fodder crops, 
which provide the basis for the development of cattle of the native breeds Rubia 
Gallega and Morenas del Noroeste, whether pure-bred or crossed with Frisona 
and Pardo Alpina. 
It is Galicia’s rainy climate and the grass that grows as a result that are credited with the 
particular taste of the ternera gallega. Also ensured by the appellation system, are the 
calves’ diet—milk from their mother and a vegetarian diet, outdoor foraged grass, and a 
small, family farm system (which is what the nation’s economy is based on). These are 
husbanding conditions that are highly sought after in the United States, which a premium 
is paid for at farmers markets and co-operative food shops. There have been increasing 
debates and dismay over legislative policy as large-scale factory based agriculture has 
adopted/co-opted that language but not the spirit of free-range and heritage production of 
chickens, eggs, turkey, and beef.  
 That isn’t to say that all producers in Galicia have either. At the fence, while I 
photographed the cows by the highway, the cattle rancher appeared. He looked at me 
askew, a tall blonde woman in a sundress, photographing cows; and waved. I yelled, 
	   	   130	  
“Your cows are marvelous!” in Spanish. He laughed and walked over. After confirming 
they were indeed the rubia gallega, I asked if he had them certified. He responded no—it 
was too much of a hassle, and his customers knew that the meat would be good. They 
knew him and the butcher, he sold it locally. It wasn’t necessary; and the certification 
process was a bunch of paperwork and hassle. I asked if it wasn’t true that he would get 
more money if it was labeled as ternera gallega? He didn’t think so. His clients paid a fair 
price for good meat. As we talked, several cars passed on the road, honking. He waved to 
each one, explaining that it was his butcher, or neighbor, and so on. After we chat some 
more about the farming economy of the area, and his family—his sons live in Santiago de 
Compostela, and have no interest in farming (a common story globally)—he takes his 
leave. It is time to walk the cows to new land.  
 The farmer in Ladeiro forgoes the regulatory processes of the appellation system; 
for him it seems both unnecessary and unhelpful. Galician producers engage or disengage 
from bureaucratic structures at local, state, and supranational level depending on the 
support systems available. The cattle farmer relies on customers who are knowledgeable 
about the quality of meat, and can therefore recognize the value of his steaks apart from 
the labeling process. The home vintners rely on a local system of neighbors, furanchos, 
and tourists to support their livelihood. And Casal Cotón utilizes their strategic locations 
in Santiago de Compostela and brand recognition to supersede whatever cultural capital 
appellation status might afford them.   
Ulin urges us to remember that local systems and human agency are reflexes of 
the international order—and important to understanding dialectics of local resistance 
(1996, 64). The web of resources that called upon in these instances on mimic calls in the 
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United States by the localvore movement—rather than rely on the (inefficient and 
insufficient) US government regulations, creating a web of social relations that can 
support small scale farming is argued to be a superior way of challenging the dominant 
system. These transnational linkages, between what legislation on one continent provides 
productively and the response that it generates reactively produce interesting cleavages 
that point to the contradictions inherent in capitalist systems of production, particularly 
when they are required for sustenance.  
Furthermore, the appellation system functions not only to protect the origin of 
products and their producers, but also provides traceability to products. Here every potato 
and cattle product can be traced back to the production facility. As the United States has 
experienced several food related scares—the 2006 E. Coli breakout relating to Dole 
packaged spinach that resulted in three deaths and 205 confirmed illnesses; there is also 
the fall 2012 salmonella outbreak related to tainted peanut products (Reuters 2012); this 
system’s focus on traceability seems increasingly important. The peanut butter outbreak 
was plagued by weeks of uncertainty as Sunland, the plant where the salmonella 
originated tried to trace where the peanut butter had been sold—companies like Smuckers 
that had then sold sandwiches to the National School Lunch Program 
(http://www.ibtimes.com/peanut-butter-recall-hits-schools-after-salmonella-outbreak-
847451).  
Against this background, desire for authenticity and heritage craftsmanship is 
every bit as much about longing for knowledge and familiarity. As the food industry 
becomes unstable and impenetrable, consumers turn to localized networks for a sense of 
stability and groundedness that has been lost. These networks need not be “local.” Within 
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our globalized society, culinary tourism can occur through our television sets, online, 
within cookbooks and travelogues, and at local restaurants. It is the narrative of heritage, 
authenticity and spatial embeddedness that connects with consumers, and it is the 
approximation of them that fosters the globalized nostalgia we are mired in today.  
PACKAGING	  THE	  NATION:	  GALICIA	  FOR	  CONSUMPTION	  	  There	  are	  several	  levels	  at	  which	  Galicia’s	  foodways	  are	  packaged	  for	  consumption.	  One	  is	  explicitly	  as	  export	  products—they	  are	  intended	  for	  international	  destinations	  and	  consumers.	  As	  such,	  the	  companies,	  or	  more	  often,	  consortia	  that	  provide	  the	  promotional	  support	  encode	  the	  packaging	  and	  advertising	  narratives	  with	  information	  that	  links	  the	  product	  to	  a	  larger	  story	  about	  Galicia,	  but	  one	  based	  on	  a	  history	  of	  quality	  and	  tied	  to	  terroir.	  	  
	  
“THE	  PRODUCT	  AND	  ITS	  REGION”	  RIAS	  BAIXAS	  The	  title	  greets	  me	  as	  I	  page	  through	  Ronda,	  Iberia’s	  in-­‐flight	  magazine.	  I	  somewhere	  over	  the	  Atlantic,	  the	  cabin	  lights	  have	  been	  dimmed,	  and	  a	  family	  friendly	  romantic	  comedy	  plays	  on	  the	  shared	  screen	  ahead.	  It	  is	  with	  perhaps	  more	  interest	  than	  the	  average	  reader	  that	  I	  read	  the	  article—I	  am	  after	  all	  heading	  to	  Galicia,	  with	  the	  express	  purpose	  of	  investigating	  the	  viticulture	  of	  the	  Rias	  Baixas	  and	  Ribeiro	  regions,	  as	  well	  as	  the	  regional	  foodstuffs.	  The	  article	  details	  the	  “exponential	  growth”	  that	  occurred	  in	  the	  industry	  in	  the	  1990s,	  as	  well	  the	  ancient	  history	  of	  the	  wine—tracing	  it	  back	  to	  Roman	  times.	  The	  legend	  that	  German	  monks	  brought	  the	  grapes	  to	  the	  area	  during	  a	  pilgrimage	  to	  the	  Cathedral	  de	  Santiago	  is	  also	  included.	  The	  article	  is	  written	  against	  a	  backdrop	  of	  Galicia’s	  coastline,	  and	  the	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text	  describing	  the	  wine	  claims	  that	  the	  wine	  “heightens	  the	  presence	  of	  the	  sea	  in	  a	  Galician	  meal”	  (69).	  A	  sidebar	  presents	  an	  interview	  with	  a	  Galician	  chef,	  who	  emphasizes	  the	  ability	  of	  Albariño,	  the	  more	  famous	  of	  the	  varietals	  under	  the	  umbrella	  denomination	  of	  Rias	  Baixas,	  to	  age—establishing	  the	  credentials	  of	  this	  “newcomer”	  as	  old	  world.	  The	  wine	  is	  described	  as	  “holding	  up”	  against	  a	  Bordeaux,	  or	  Chardonnay	  over	  time;	  emphasizing	  Albariño’s—and	  be	  extension,	  Galicia’s—ability	  to	  compete	  with	  the	  great	  wine	  country’s	  of	  the	  world.	  	  Recent	  international	  campaigns	  by	  the	  Consejo	  Regulador	  (Regulatory	  Councils)	  for	  the	  Rias	  Baixas	  and	  Ribeiro	  regions	  also	  demonstrate	  the	  ways	  in	  which	  the	  region	  is	  subsumed	  within	  the	  product.	  The	  advertisement,	  which	  I	  saw	  at	  bus	  stops	  in	  Santiago	  de	  Compostela,	  but	  also	  in	  tourist	  magazines	  at	  hotels	  in	  the	  region,	  features	  the	  Cathedral	  of	  Santiago	  encapsulated	  inside	  a	  wine	  bottle,	  and	  the	  text	  below	  reads	  “Try	  it.	  [It’s]	  the	  flavor	  of	  Galicia”	  in	  Castilian	  (figure	  10).	  The	  sticker	  distinguishing	  the	  bottle	  as	  from	  the	  Ribeiro	  region	  is	  visible	  on	  the	  bottle	  (obscuring	  part	  of	  the	  iconic	  cathedral),	  and	  the	  text	  below	  the	  image	  reminds	  us	  that	  the	  Ribeiro	  was	  the	  first	  Denominacion	  de	  Origen	  (since	  1902).	  A	  similar	  ad	  contains	  the	  Galician	  landscape	  at	  the	  bottom	  of	  the	  page,	  with	  the	  image	  of	  the	  buttery	  yellow	  wine	  pouring	  into	  a	  glass	  filling	  up	  the	  otherwise	  blank	  page	  (figure	  11).	  	  Here	  we	  are	  told	  to	  ask	  for	  it	  by	  name,	  “Rias	  Baixas”	  –when	  we	  drink	  Albariño	  from	  the	  Denominacion	  de	  Origen	  Rias	  Baixas	  we	  are	  drinking	  the	  best	  of	  Galicia.	  In	  both	  advertisements,	  the	  stamps	  of	  the	  Galician	  autonomous	  government	  (Xunta	  de	  Galicia),	  EU	  agricultural	  funding	  (FEADER),	  and	  Spain’s	  Ministry	  of	  Environment,	  Rural	  and	  Marine	  development	  appear.	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These	  ads	  collapse	  the	  products	  of	  Galicia	  with	  the	  land	  and	  history	  of	  the	  nation.	  In	  the	  case	  of	  Ribeiro,	  the	  Cathedral	  de	  Santiago—Galicia’s	  best-­‐known	  tourist	  site—is	  contained	  within	  the	  region’s	  wine.	  As	  the	  Rias	  Baixas	  ad	  encourages	  us	  to	  ask	  for	  their	  wines	  by	  name,	  we	  are	  asked	  to	  collapse	  the	  terroir	  with	  the	  wine	  itself;	  the	  territory	  of	  the	  rias	  Baixas	  is	  bottled	  for	  our	  consumption—and	  we	  see	  the	  Rias	  Baixas	  being	  poured	  into	  a	  glass	  for	  our	  enjoyment.	  	  As	  Stuart	  Hall	  notes,	  “national	  identities	  are	  not	  things	  we	  are	  born	  with,	  but	  are	  formed	  and	  transformed	  within	  and	  in	  relation	  to	  representation”	  (1996,	  p.	  612	  italics	  in	  original).	  In	  these	  ads,	  as	  in	  the	  actual	  products	  themselves,	  a	  natural	  Galician	  heritage	  is	  presented	  through	  imagery,	  text,	  and	  policy.	  These	  combine	  to	  perform	  a	  national	  identity	  around	  foodstuffs.	  This	  speaks	  to	  a	  globalized	  nostalgia	  for	  an	  “authentic	  past”—one	  tied	  to	  an	  articulated	  knowledge	  of	  the	  production	  of	  artisanal	  products	  and	  their	  territories.	  Consumers	  experience	  these	  products	  as	  authentic	  through	  the	  knowledge	  that	  their	  origins	  are	  verifiable	  	  (such	  is	  the	  rationale	  for	  the	  D.O.	  scheme)	  and	  also	  from	  knowledge	  of	  the	  historical	  and	  personal	  story	  behind	  the	  production	  or	  genealogy	  of	  the	  product—its	  story,	  so	  to	  say.	  This	  knowledge	  functions	  as	  cultural	  capital,	  driving	  the	  touristic	  interest	  in	  wine	  country.	  Thus,	  cultural	  capital	  is	  associated	  with	  personal	  knowledge	  of	  the	  locality	  of	  the	  products	  we	  consume.	  In	  these	  cases,	  a	  product	  is	  commodified	  for	  global	  export,	  at	  the	  same	  time	  that	  local	  heritage	  is	  drawn	  on	  for	  political,	  economic,	  and	  cultural	  purposes.	  The	  labeling	  and	  naming	  practices	  of	  the	  region	  bypass	  Spain	  in	  favor	  of	  a	  completely	  Gallego	  identity.	  The	  consumer’s	  knowledge	  of	  Galicia	  prior	  to	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the	  purchase	  may	  or	  may	  not	  matter	  to	  either	  the	  producer	  or	  consumer—the	  legislative	  incentives,	  regional/national	  character,	  and	  heritage	  labeling	  provide	  enough	  incentive;	  it	  is	  possible	  that	  the	  education	  might	  occur	  later.	  	  One	  way	  in	  which	  that	  education	  occurs	  is	  through	  the	  outreach	  efforts	  of	  the	  many	  inter	  and	  extra-­‐governmental	  bodies	  that	  work	  in	  the	  import/export	  industries.	  Linked	  up	  with	  the	  various	  consortiums	  that	  comprise	  the	  regulatory	  councils	  and	  funding	  arms	  connected	  to	  the	  Xunta	  and	  European	  Union	  bodies,	  these	  enterprises	  host	  parties,	  support	  television	  shows,	  and	  propose	  editorial	  content	  to	  “get	  the	  word	  out”	  about	  Galician	  products.	  	  Notably,	  the	  Spanish	  government	  offers	  support	  through	  the	  Instituto	  Español	  
de	  Comercio	  Exterior,	  or	  Spanish	  Institute	  for	  Foreign	  Trade	  (ICEX).	  In	  addition	  to	  sponsoring	  the	  PBS	  series	  Jose	  Andres:	  Made	  in	  Spain,	  they	  also	  collate	  information	  for	  the	  various	  industries	  that	  export	  products	  throughout	  the	  world.	  They	  provide	  promotional	  assistance;	  for	  the	  wine	  sector	  this	  occurs	  under	  the	  umbrella	  “Vinos	  de	  España.”	  Their	  website	  provides	  market	  information	  and	  promotional	  brochures	  regarding	  the	  global	  wine	  markets.	  Located	  in	  New	  York,	  the	  US	  office,	  “Wines	  from	  Spain”	  organizes	  tastings,	  conventions,	  and	  partners	  with	  festivals	  to	  promote	  Spanish	  wine.	  The	  festivals	  range	  from	  the	  James	  Beard	  Awards	  Gala,	  Food	  and	  Wine	  Magazine	  Classic	  in	  Aspen,	  to	  local	  rock	  festivals	  in	  Brooklyn,	  New	  York.	  They	  organize	  industry	  events	  based	  on	  Demonic	  ion	  de	  Origen	  around	  the	  country—cooperating	  with	  the	  regions	  to	  build	  events	  in	  cities	  across	  the	  United	  States.	  The	  site	  Foods	  from	  Spain	  provides	  links	  highlighting	  chefs,	  cooking	  techniques,	  and	  training	  schools	  or	  gourmet	  summits.	  Another	  set	  of	  pages	  highlights	  produce,	  its	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growing	  regions	  and	  uses	  (with	  links	  to	  recipes).	  	  	  	  “Shop	  Travel	  &	  Dine”	  divides	  itself	  into	  two	  categories—“Out	  of	  Spain”	  and	  “Spain	  for	  foodies”	  providing	  information	  on	  where	  to	  dine	  and	  shop	  for	  Spanish	  food	  within	  and	  outside	  of	  Spain.	  (www.winesfromspain.com;	  www.foodsfromspain.com).	  These	  initiatives	  represent	  the	  active	  interest	  that	  the	  central	  government	  has	  taken,	  not	  only	  in	  the	  country’s	  economic	  development,	  but	  also	  in	  viewing	  Spain’s	  culinary	  traditions	  as	  elements	  of	  their	  national	  brand	  identity.	  The	  narratives	  within	  the	  sites	  emphasize	  the	  diversity	  of	  the	  regions	  within	  Spain,	  presenting	  the	  state’s	  many	  regions	  as	  unique	  in	  their	  offerings	  for	  the	  food	  and	  wine	  connoisseur.	  The	  importance	  of	  terroir	  among	  wine	  enthusiasts	  necessitates	  familiarity	  with	  geographical	  locations	  if	  one	  is	  to	  be	  a	  knowledgeable	  consumer;	  and	  this	  extends	  to	  foodies	  as	  well.	  Foods	  from	  Spain	  does	  an	  extensive	  job	  of	  this,	  providing	  brief	  summaries	  of	  the	  location,	  food	  &	  wine,	  tourism,	  culture,	  gastronomy,	  and	  paradors	  (palaces	  that	  have	  been	  converted	  to	  hotels)	  in	  every	  region.	  A	  side	  menu	  offers	  profiles	  of	  chefs	  in	  the	  region,	  or	  dining	  experiences,	  such	  as	  a	  “Granada	  tapas	  tour”	  or	  “Compostela,	  a	  delicious	  ending	  to	  St.	  James’	  way”	  which	  provide	  travel	  advice.	  In	  this	  way,	  the	  sites	  are	  similar	  to	  those	  of	  Spain:	  On	  the	  Road	  Again,	  Jose	  Andres:	  Made	  in	  Spain,	  No	  
Reservations,	  and	  Bizarre	  Foods.	  The	  content	  works	  to	  cultivate	  knowledge	  and	  desire,	  bringing	  a	  culinary	  tourism	  experience	  to	  audiences	  abroad	  with	  an	  eye	  towards	  furthering	  the	  experience	  on	  site	  in	  the	  future.	  In	  that	  manner,	  these	  projects	  are	  the	  beginning	  of	  relationships	  between	  locations	  and	  individuals,	  with	  geographical	  space	  operating	  as	  a	  personified	  object	  of	  desire.	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LOS	  GALLEGOS	  MAS	  FAMOSOS	  One	  of	  the	  many	  ways	  Rosalia	  de	  Castro’s	  contribution	  to	  Galician	  nationalism	  and	  culture	  is	  honored	  is	  through	  the	  number	  of	  roads	  the	  bear	  her	  name	  and	  the	  holidays	  that	  honor	  her	  literary	  contribution.	  When	  I	  visited	  Paco	  &	  Lola,	  the	  lobby	  of	  their	  facility	  bears	  a	  large	  poster	  with	  her	  image,	  and	  a	  few	  lines	  of	  her	  poetry	  scrawled	  across	  the	  bottom.	  This	  same	  visage	  serves	  as	  the	  label	  of	  a	  bottle	  of	  orujo	  (which	  is	  closest	  in	  manufacture,	  taste	  and	  effect	  to	  grappa),	  a	  common	  after	  dinner	  drink.	  This	  is	  a	  product	  that	  is	  distributed	  locally-­‐-­‐it	  can	  be	  found	  at	  the	  bodega,	  and	  at	  local	  liquor	  shops.	  The	  cooperative	  also	  sells	  a	  wine	  named	  for	  the	  poetess.	  Sold	  primarily	  within	  the	  region,	  the	  wine	  is	  less	  expensive	  than	  their	  flagship	  Paco	  &	  Lola.	  As	  described	  by	  the	  president,	  Carlos	  Carrión,	  it	  is	  a	  nod	  to	  the	  women	  working	  in	  the	  vineyards.	  Carrión	  and	  his	  colleague	  Diego	  Garcia	  Santiago	  describes	  de	  Castro’s	  work	  as	  ‘about	  the	  living	  and	  the	  dead,	  immigrants,	  melancholy,	  and	  weeping.”	  As	  such,	  she	  is	  the	  vehicle	  to	  represent	  the	  labor	  of	  working	  on	  the	  vineyards,	  as	  part	  of	  an	  economy	  of	  autosustencia	  and	  nostalgia	  for	  a	  mythic	  past—one	  of	  Galicia’s	  primacy	  as	  the	  language	  of	  the	  intelligentsia	  and	  cultural	  elite	  of	  the	  region.	  	  Rosalía	  de	  Castro	  is	  an	  ever-­‐present	  figure	  in	  Galicia.	  As	  my	  language	  instructor	  told	  me,	  ‘Every	  town	  has	  at	  least	  one	  street	  named	  after	  her.’	  She	  was	  an	  intellectual	  leader	  of	  the	  nationalist	  moment,	  and	  the	  author	  of	  the	  first	  book	  published	  in	  Galician	  after	  the	  ‘dark	  ages.’	  As	  such,	  she	  is	  a	  national	  hero,	  and	  was	  embraced	  as	  an	  icon	  for	  the	  nation	  in	  the	  post-­‐Franco	  era.	  The	  holiday	  dia	  de	  las	  
letras	  Gallegas	  celebrates	  authors	  and	  poets	  of	  the	  Galician	  language;	  and	  honors	  the	  day	  de	  Castro’s	  Cantares	  Gallegos	  was	  published—May	  17,	  1863,	  ushering	  in	  a	  
	   	   138	  
Renaissance	  of	  Galician	  culture.	  De	  Castro’s	  poems	  were	  part	  of	  a	  larger	  political	  struggle	  against	  Madrid.	  During	  the	  Carlist	  wars	  (1873-­‐1876),	  Galician	  nationalism	  grew	  as	  a	  reaction	  against	  Carlos	  V’s	  efforts	  at	  state	  centralization.	  As	  Lecours	  (2010)	  writes,	  this	  resulted	  in	  the	  formal	  articulation	  of	  a	  regional	  identity,	  led	  by	  the	  intellectual	  elites.	  Through	  their	  efforts,	  they	  resurrected	  Galicia’s	  Celtic	  history,	  put	  “into	  practice	  the	  ‘reconstruction’	  of	  a	  Galician	  nation	  as	  part	  of	  a	  ‘recuperation’	  of	  a	  popular	  peasant	  culture	  and	  folkloric	  traditions,	  above	  the	  popular	  culture	  and	  against	  the	  official	  culture	  of	  the	  Spanish	  state:	  the	  Castilian	  culture”	  (Souto,	  2000,	  424).	  Then	  as	  now,	  efforts	  at	  homogenization	  are	  met	  virulently	  with	  nationalist	  reactions,	  at	  both	  the	  national	  and	  supranational	  levels.	  	  
	  	  	   	  De	  Castro’s	  image	  is	  found	  not	  only	  on	  the	  bottles	  of	  wine	  and	  orujo	  at	  Paco	  &	  Lola,	  but	  the	  convention	  of	  naming	  streets	  and	  landmarks	  after	  her	  serve	  to	  brand	  that	  nation	  in	  her	  image.	  As	  she	  spoke	  for	  the	  nation	  in	  is	  nascent	  creation,	  her	  image	  is	  invoked	  to	  reinvigorate	  a	  patrimonial	  heritage.	  Under	  Franco’s	  regime,	  Dia	  de	  la	  patria,	  chosen	  to	  coincide	  with	  the	  Day	  of	  St.	  James,	  was	  celebrated	  under	  the	  pretext	  as	  a	  mass	  for	  de	  Castro.	  Hence,	  her	  image	  and	  legacy	  are	  intertwined	  with	  the	  nation’s	  mythology.	  As	  Galicia	  the	  nation	  becomes	  known	  outside	  its	  borders,	  de	  Castro’s	  image	  and	  contribution	  to	  the	  nation-­‐building	  process	  again	  are	  brought	  to	  narrativize	  and	  mobilize	  the	  citizenry—contextualizing	  the	  nation	  for	  consumption	  in	  the	  21st	  century.	  	  	  	  	  	  	  	  	  	  	  	  	  A	  recent	  ad	  for	  Queixo	  Tetilla	  (a	  cheese	  that	  enjoys	  denominación	  de	  origen	  status	  and	  is	  iconic	  of	  Galicia)	  draws	  on	  more	  recent	  Galician	  heroes.	  The	  Queixo	  Tetilla	  2001	  ad	  campaign,	  “El	  Gallego	  Más	  Famoso”	  features	  Fernando	  Romay	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basketball	  player	  from	  A	  Coruña	  (figure	  12).	  Romay	  played	  for	  Spain	  in	  the	  1980	  Moscow	  and	  1984	  Los	  Angeles	  Olympic	  Games	  (where	  Spain	  won	  a	  silver	  medal),	  as	  well	  as	  several	  World	  and	  Euro	  basketball	  series.	  His	  A	  Coruña	  accent	  is	  a	  strong	  marker	  of	  his	  Galician-­‐ness	  both	  within	  Spain	  and	  outside	  the	  country.	  The	  television	  advertisements	  feature	  Romay	  discussing	  how	  he	  eats	  queixo	  tetilla,	  in	  what	  situations,	  and	  how	  it	  relates	  to	  his	  views	  on	  fame.	  The	  ads	  make	  subtle	  references	  to	  his	  basketball	  career,	  using	  words	  such	  as	  “play”	  and	  “game”	  and	  “height”	  (Romay	  is	  seven	  feet	  tall).15	  A	  billboard	  that	  was	  displayed	  at	  the	  entrance	  to	  O	  Grove	  in	  the	  summer	  of	  2011	  featured	  Romay	  on	  the	  right	  side,	  with	  his	  arm	  extended,	  balancing	  the	  queixo	  tetilla	  as	  one	  would	  a	  basketball.	  The	  caption	  reads:	  “Queixo	  Tetilla:	  El	  gallego	  más	  famoso”.	  This	  series	  of	  ads	  plays	  with	  the	  notion	  of	  “celebrity”	  and	  “personality.”	  These	  ads	  are	  in	  Castilian,	  and	  placed	  in	  tourist	  areas	  demonstrates	  the	  efforts	  the	  Consejo	  Regulador	  de	  Queixo	  Tetilla	  has	  made	  to	  attract	  attention	  from	  Spaniards	  beyond	  Galicia’s	  borders.	  Whereas	  Galicia	  previously	  celebrated	  human	  Gallegos	  as	  cultural	  ambassadors,	  now	  foodstuffs	  are	  the	  “Gallegos”	  that	  provide	  the	  bridges	  between	  Galicia	  and	  the	  	  “outside”	  world.	  	  The	  Larsa	  milk	  campaign	  celebrates	  the	  Galician	  worker,	  and	  emphasizes	  their	  commitment	  to	  Galicia	  (figure	  13).	  This	  centers	  on	  a	  “commitment	  to	  Galicia”-­‐-­‐	  in	  the	  upper	  right,	  you	  choose	  Galicia	  every	  time	  you	  choose	  Larsa	  (the	  tiny	  pictures	  and	  text	  describe—in	  Castilian	  and	  Gallego—the	  number	  of	  Gallegos	  employed	  by	  Larsa,	  Larsa’s	  commitment	  to	  Galicia,	  her	  rural	  farmers	  and	  factory	  workers,	  their	  customers,	  etc.).	  The	  center	  image	  encourages	  Gallegos	  to	  commit	  to	  Galicia	  (along	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
15 Available at http://www.elgallegomasfamoso.es/ 
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with	  Larsa)	  in	  Castilian,	  while	  the	  smaller	  red	  text,	  in	  Gallego,	  reads,	  “quality	  at	  the	  best	  price.”	  These	  ads	  appeared	  on	  the	  streets	  of	  O	  Grove;	  the	  text	  is	  a	  mix	  of	  Galician	  and	  Castilian—which	  indicates	  an	  audience	  that	  speaks	  both.	  However,	  the	  packaging	  of	  the	  milk	  itself	  draws	  on	  the	  region’s	  tradition	  of	  farming	  and	  landscape	  of	  lush	  green	  pasture.	  The	  milk	  is	  packaged	  in	  ultra-­‐high	  temperature	  processing	  (UHT)	  containers.	  Larsa’s	  packages	  reiterate	  slogan	  “Comprometidos	  con	  Galicia”	  (Committed	  to	  Galicia).	  The	  side	  of	  the	  box	  reads:	  	  O	  noso	  compromiso	  con	  Galicia	  é	  levar	  máis	  de	  75	  anos	  apoiando	  os	  noso	  gandeiros	  e	  recollendo	  o	  leite	  aquí	  Orgullosos	  das	  nosas	  fábricas	  de	  Valagarcía	  e	  Lugo,	  que	  xeran	  riqueza	  e	  emprego	  na	  nosa	  terra.	  E,	  por	  suposto,	  o	  noso	  compromiso	  é	  coidar	  a	  calidade	  día	  para	  darlles	  o	  mellor	  ás	  familias	  galegas	  Compromiso	  é	  apostar	  pola	  nosa	  terra	  e	  polo	  futuro	  de	  Galicia	  	  Our	  commitment	  to	  Galicia	  is	  to	  spend	  more	  than	  75	  years	  supporting	  our	  farmers	  and	  collecting	  milk	  here	  We	  are	  proud	  of	  our	  factories	  that	  generate	  wealth	  and	  jobs	  in	  our	  country	  And,	  of	  course,	  our	  commitment	  is	  to	  to	  give	  the	  best	  care	  daily	  for	  Galician	  families.	  We	  are	  committed	  to	  focusing	  on	  our	  country	  and	  the	  future	  of	  Galicia.	  	  The	  box	  is	  marked	  with	  the	  100%	  Gallega	  label—the	  second	  “l”	  in	  “Gallega”	  is	  formed	  by	  poured	  milk,	  so	  it	  can	  be	  read	  as	  a	  play	  on	  differences	  between	  the	  Galician	  spelling	  “Galega”	  and	  the	  Castilian	  “Gallega.”	  Launched	  in	  2010,	  the	  stamp	  indicated	  that	  all	  of	  the	  milk	  comes	  from	  within	  Galicia.	  Designed	  to	  strengthen	  the	  milk	  sector,	  which	  has	  the	  lowest	  revenue	  in	  all	  of	  Spain	  (Alvite,	  2012);	  it	  applies	  to	  farms	  that	  register	  with	  the	  Ministry	  of	  Environmental,	  Rural	  and	  Maritime	  affairs.	  The	  president	  of	  the	  Xunta,	  Alberto	  Núnez	  Feijóo	  said,	  “it	  would	  increase	  the	  value	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of	  the	  milk,	  and	  strengthen	  the	  esteem	  of	  the	  Galician	  farmers”	  (“Leche	  ‘galega	  100%’”,	  7/13/2010).	  	  	   	  A	  visit	  to	  the	  supermarket	  yields	  shelves	  of	  similar	  boxes	  of	  milk	  in	  the	  dairy	  isle.	  Galicia	  is	  Spain’s	  leader	  in	  milk	  production	  with	  more	  than	  10,500	  farms	  producing	  over	  2,	  300	  million	  kilo	  of	  milk.	  (Alvite,	  2012).	  Graphically,	  they	  repeatedly	  tie	  the	  milk	  to	  the	  land—a	  box	  of	  Unicla	  features	  a	  family	  holding	  hands	  and	  skipping	  in	  a	  field	  while	  a	  close	  up	  of	  a	  cow	  gazes	  at	  us	  from	  the	  corner.	  The	  box	  reads:	  “Unicla’s	  milk	  comes	  from	  cows	  with	  a	  unique	  taste	  and	  a	  superior	  concentration	  of	  nutrients”	  (figure	  14).	  The	  opposite	  side	  of	  the	  box	  contains	  the	  100%	  Gallega	  stamp.	  	  Another	  label	  for	  the	  same	  company,	  Feiraco,	  has	  a	  cartoon	  of	  the	  production	  cycle:	  the	  farms,	  truck,	  factory,	  store,	  and	  a	  smiling	  stick	  figure	  drinking	  a	  glass	  of	  milk.	  The	  back	  of	  a	  cow	  complete	  with	  udder	  sits	  on	  top	  of	  the	  drawing,	  and	  the	  front	  of	  the	  box	  is	  a	  simply	  outline	  of	  a	  side	  view	  of	  a	  cow,	  and	  a	  cow’s	  head.	  Leyma	  brand	  features	  a	  drawing	  of	  cows	  in	  a	  field	  with	  a	  daisy	  in	  mid-­‐air.	  The	  accompanying	  text	  reads:	  “The	  new	  milk	  Leyma	  natural	  is	  the	  result	  of	  the	  traditional	  diet	  of	  fresh	  grass	  cows,	  naturally	  supplemented	  with	  sunflower	  seeds,	  flax	  and	  soy.”	  As	  the	  milk	  industry	  packages	  its	  product	  for	  consumption	  in	  Spain	  and	  beyond,	  they	  rely	  on	  the	  imagery	  of	  the	  region	  as	  grassy	  and	  fertile—and	  that	  the	  land	  will	  imbue	  the	  milk	  with	  a	  particular	  taste—from	  the	  grass	  the	  cows	  eat	  as	  Leyma	  and	  Unicla	  make	  explicit.	  	  	   These	  companies	  are	  making	  explicit	  appeals	  to	  a	  rural	  past	  and	  drawing	  on	  a	  strong	  nostalgia	  for	  small-­‐scale	  farms	  and	  local	  production.	  By	  explicitly	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mentioning	  their	  commitment	  to	  labor,	  Larsa	  inserts	  themselves	  into	  the	  community	  of	  Galicia,	  which	  is	  among	  the	  poorer	  areas	  of	  Spain.	  	  	  
MODERNIZATION	  AND	  HERITAGE	  RECUPERATION	  Combined,	  these	  images	  circulate	  in	  the	  transnational	  marketplace	  to	  unite	  and	  create	  communities	  of	  knowledge	  based	  on	  the	  imagery	  and	  cultural	  capital	  associated	  with	  the	  knowledge	  of	  the	  location	  and	  production	  methods	  associated	  with	  Galicia’s	  products.	  As	  producers	  and	  government	  entities	  encode	  their	  products	  with	  messages	  about	  the	  nation,	  those	  too	  are	  broadcast	  across	  the	  globe,	  performing	  Galician	  identity	  for	  a	  global	  audience.	  	  This	  performance	  is	  contingent	  upon	  the	  twin	  processes	  of	  modernization	  and	  heritage	  recuperation.	  This	  project	  takes	  on	  a	  particular	  valence	  in	  Spain,	  a	  country	  whose	  national	  pluralism	  had	  been	  suppressed	  under	  the	  dictatorship	  of	  Francisco	  Franco	  for	  40	  years.	  Thus,	  it	  has	  only	  been	  the	  past	  30	  years	  that	  national	  identities	  alternative	  to	  “Castilian”	  have	  been	  able	  to	  be	  widely	  expressed.	  During	  that	  time,	  it	  seems	  that	  Galician	  nationalism	  has	  increased	  despite	  accounts	  that	  it	  was	  nascent	  prior	  to	  the	  mid	  1980s	  and	  not	  particularly	  leftist,	  or	  separatist.	  As	  globalization	  pressures	  communities	  to	  reinvent	  themselves	  for	  the	  marketplace,	  Barbara	  Kirschenblatt-­‐Gimblett	  notes	  that	  heritage	  is	  one	  means	  by	  which	  the	  local	  can	  be	  capitalized	  upon:	  “"Protected	  by	  legislation	  and	  supported	  through	  tourism,	  heritage	  becomes	  an	  instrument	  of	  urban	  redevelopment"	  (1998,	  155).	  The	  flip	  side	  of	  this	  has	  been	  commodity	  export,	  where	  the	  commodity	  has	  been	  imbued	  with	  the	  significance	  of	  the	  local,	  and	  a	  touch	  of	  the	  exotic—or	  the	  ordinary.	  Ultimately,	  these	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products	  are	  territorialized,	  “invested	  in	  the	  territory	  of	  the	  nation,	  the	  attendant	  language	  of	  nationalist	  identification”	  (Nguyen	  2002,	  20).	  In	  the	  case	  of	  foodstuffs	  entering	  the	  global	  market,	  we	  see	  the	  confluence	  of	  the	  traditional	  and	  modern,	  the	  popular	  and	  the	  folk—and	  this	  is	  often	  articulated	  through	  marketing	  efforts,	  and	  the	  legislation	  seeking	  to	  “protect”	  an	  area’s	  “heritage.”	  All	  too	  frequently	  these	  efforts	  and	  trends	  codify	  and	  reify	  the	  ideas	  of	  a	  folk	  culture	  and	  heritage,	  rather	  than	  appreciate	  the	  “dynamic	  process	  by	  which	  culture	  is	  created	  as	  well	  as	  its	  relationship	  to	  constantly	  shifting	  experiences,	  changes	  in	  technologies,	  and	  commodification”	  (Kelley,	  1992;	  1402).	  	  	   The	  centrality	  of	  land	  to	  claims	  of	  regional	  and	  national	  identities	  during	  this	  contemporary	  iteration	  of	  globalization,	  despite	  the	  reliance	  on	  transnational	  flows	  of	  goods,	  capital,	  and	  bodies	  is	  striking.	  Here,	  the	  focus	  on	  the	  land—whether	  as	  a	  means	  towards	  sustenance,	  a	  promotion	  of	  the	  Camino	  de	  Santiago,	  or	  a	  taste	  of	  local	  wine—has	  been	  central	  to	  the	  manner	  in	  which	  identity	  and	  self	  have	  been	  articulated.	  What	  has	  transpired	  is	  a	  Galician	  identity	  performed	  for	  international	  export	  (through	  commodity	  and	  media	  images);	  for	  the	  tourist	  who	  journeys	  to	  Galicia;	  and	  for	  Gallegos.	  The	  pressures	  of	  modernization	  and	  nostalgia,	  hybridity	  and	  authenticity	  are	  present	  throughout	  all	  three	  iterations,	  and	  there	  is	  obvious	  overlap.	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FIGURES	  	  Figure	  6:	  Paco&	  Lola:	  iWine	  	   	  	  	  	  	  	  	  	  	  	  Figure	  7:	  Martín	  Códax	  logo	  	  	  	  	  	  	  	  	  	  	  	  Figure	  8:	  Martín	  Códax	  Gallaecia	  wine	  label	  and	  advert	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  Figure	  9:	  Pazo	  de	  Galegos	  bottle	  displaying	  ancient	  Roman	  wine	  press	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Figure	  10:	  Prueba	  el	  sabor	  de	  Galicia	  (Try	  the	  Flavor	  of	  Galicia)	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Figure	  11:	  Pidelo	  por	  su	  nombre	  	  (Ask	  for	  it	  by	  name)	  	  	  	  	  	  	  	  	  	  	  	  	  	  Figure	  12:	  El	  gallego	  mas	  famoso	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  Figure	  13:	  Larsa	  Milk	  Campaign	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Figure	  14:	  Unicla	  milk	  box	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CHAPTER	  FIVE:	  CONCLUSION	  
Performances	  of	  Galician	  identity	  within	  circuits	  of	  commodity	  culture—be	  it	  supermarket	  shelves,	  culinary	  tourism,	  or	  mediated	  narratives	  of	  their	  history	  and	  foodways—reveal	  the	  contemporary	  intersections	  of	  transnational	  media	  culture,	  expressions	  of	  identity,	  authenticity	  and	  hybridity,	  and	  struggles	  over	  citizenship	  and	  belonging	  that	  are	  at	  the	  heart	  of	  my	  project.	  These	  case	  studies	  bring	  us	  to	  larger	  questions	  of	  a	  cultural	  zeitgeist-­‐-­‐one	  that	  finds	  consumers	  longing	  for	  “authenticity”	  in	  both	  their	  experiences	  and	  products.	  This	  is	  what	  I	  call	  a	  globalized	  nostalgia.	  It	  is	  the	  transnational	  circulation	  of	  socially	  constructed	  performances	  of	  essentialist,	  identities	  (of	  products,	  locations,	  peoples)	  that	  rely	  on	  claims	  to	  an	  authentic	  past,	  one	  based	  on	  “heritage”	  for	  their	  consumptive	  value.	  Within	  these	  formations	  authenticity	  and	  heritage	  are	  tied	  to	  both	  space	  and	  labor.	  Globalization	  has	  made	  the	  vastness	  of	  space	  evident,	  and	  a	  premium	  price	  is	  now	  awarded	  for	  products	  that	  come	  with	  explicit	  marking	  of	  place—thus	  the	  appellation	  system,	  with	  its	  denotative	  abilities	  carves	  out	  arbitrary	  boundaries	  for	  wines,	  cheeses,	  and	  meats,	  that	  are	  then	  retroactively	  assigned	  primordial	  characteristics.	  Simultaneously,	  the	  labor	  processes,	  as	  methods	  linked	  to	  heritage,	  add	  value	  and	  are	  encoded	  as	  part	  of	  the	  authenticity	  of	  the	  products.	  If	  the	  preservation	  of	  heritage	  and	  authenticity	  are	  the	  (or	  a)	  goal	  of	  an	  enterprise,	  this	  brings	  up	  important,	  confusing,	  and	  contradictory	  questions	  about	  who	  can	  perform	  labor,	  where,	  and	  to	  what	  ends.	  Ultimately	  these	  are	  questions	  regarding	  participation	  in	  both	  cultural	  and	  political	  citizenship.	  The	  answer(s)	  have	  implications	  for	  the	  survival	  of	  global	  multi-­‐culture	  (McCarthy	  et	  al,	  2007)	  within	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paradigms	  of	  cultural	  preservation.	  As	  McCarthy	  notes,	  under	  globalization	  patterns	  of	  xenophobia,	  fundamentalism,	  and	  ethnic	  absolutism	  have	  emerged	  as	  people	  compete	  for	  “scarce	  resources	  and	  access	  to	  and	  control	  over	  images”	  (2007,	  xxxii).	  	  
THE	  WORK	  OF	  LABOR	  IN	  THE	  AGE	  OF	  GLOBALIZED	  NOSTALGIA	  	  
	   To	  illustrate	  the	  cultural	  work	  that	  the	  convergence	  of	  transnational	  circuits	  of	  globalized	  nostalgia,	  media,	  culinary	  tourism	  and	  heritage	  performs	  I	  want	  to	  return	  to	  PBS’	  show	  Spain:	  On	  the	  Road	  Again.	  As	  discussed	  in	  Chapter	  2,	  in	  the	  second	  episode,	  “the	  gang”	  visits	  Cambados,	  embarking	  on	  a	  clamming	  expedition	  in	  the	  Rias	  Baixas.	  As	  Gwyneth,	  Mario,	  Mark,	  and	  Claudia	  wade	  into	  the	  fjords,	  we	  see	  the	  mariscadoras	  laboring	  in	  the	  rivers.	  I	  bring	  this	  up	  again	  because	  this	  vignette	  positions	  traditional	  rural	  labor	  as	  a	  vacation	  activity	  and	  entertainment;	  audiences	  are	  encouraged	  to	  identify	  with	  celebrities	  as	  they	  (briefly)	  adopt	  rural	  identities	  and	  labor	  as	  a	  pleasurable	  activity.	  Furthermore,	  it	  is	  through	  the	  body	  of	  a	  white	  USAmerican	  female,	  that	  we	  are	  introduced	  to	  the	  foodways	  of	  Galician	  Spain	  and	  the	  labor	  of	  the	  mariscadoras—even	  though	  Claudia	  is	  a	  Spaniard	  and	  fluent	  in	  English,	  Gwyneth	  does	  the	  speaking.	  For	  the	  mariscadoras	  this	  is	  work,	  but	  that	  is	  eschewed,	  and	  for	  the	  “gang”	  and	  the	  viewers,	  this	  is	  pleasure—as	  the	  labrega	  says—there	  is	  the	  sun,	  the	  sea	  and	  the	  air!	  	  What	  is	  so	  particularly	  interesting	  about	  this	  experience	  is	  not	  only	  the	  commodification	  of	  a	  vacation	  through	  a	  celebrity,	  but	  the	  traditionally	  feminized	  work—Galicia	  is	  a	  historically	  poor	  and	  agrarian	  community,	  so	  that	  women	  would	  work	  in	  the	  fields	  and	  sea	  is	  not	  unusual.	  But	  rather,	  in	  this	  instance,	  labor	  is	  being	  upheld	  as	  a	  commodity	  and	  its	  market	  value	  is	  through	  its	  ties	  to	  Galicia’s	  rural	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economy—the	  authenticity	  of	  “work.”	  Furthermore,	  Galicia	  as	  a	  region	  is	  gendered	  in	  terms	  of	  regional	  power	  within	  Spain—compared	  to	  the	  dominance	  that	  Cataluña	  and	  Pais	  Vasco	  enjoy	  in	  determining	  the	  state	  agenda.	  	  	  In	  Chapter	  3,	  I	  discussed	  how	  Pescanatur	  creates	  a	  tourist	  experience	  around	  this	  very	  job.	  For	  those	  of	  us	  who	  have	  always	  toiled	  in	  offices,	  or	  at	  desks,	  or	  perhaps	  on	  movie	  sets,	  an	  afternoon	  raking	  clams	  seems	  pretty	  interesting.	  During	  my	  fieldwork,	  I	  spent	  an	  early	  (4am)	  morning	  out	  on	  a	  fishing	  boat	  in	  the	  Rias	  Baixas	  with	  some	  fishermen.	  This	  is	  how	  I	  know	  that	  anyone	  can	  have	  the	  Gwyneth	  and	  Mario	  experience—Pescanatur	  organizes	  it.	  An	  organization	  dedicated	  to	  maritime	  tourism	  in	  Galicia,	  they	  offer	  “tours”	  that	  attempt	  to	  unite	  the	  strains	  of	  capitalism,	  identity	  preservation	  and	  the	  contemporary	  interest	  in	  heritage	  foodways.	  They	  continue	  to	  describe	  their	  efforts	  as	  “a	  new	  model	  of	  sustainable	  tourism	  that	  raises	  awareness	  about	  the	  importance	  of	  the	  sector	  and	  as	  an	  alternative	  that	  does	  not	  degrade	  the	  environment,	  nature	  preserves	  and	  the	  preservation	  of	  maritime	  heritage,	  where	  the	  quality	  of	  work	  is	  aligned	  with	  the	  enjoyment	  environment.”	  (pamphlet)	  The	  organization	  has	  been	  created	  to	  promote	  and	  preserve	  the	  heritage	  and	  culture	  of	  fishery	  and	  the	  Rias	  Baixas	  (www.pescanatur.com).	  	  	   The	  language	  of	  culinary	  tourism,	  in	  the	  historical	  present,	  often	  rests	  on	  essentialist	  forms	  of	  identity	  for	  credibility.	  As	  a	  mode	  of	  economic	  sustainability	  and	  representation	  of	  women’s	  labor,	  the	  mariscadores	  present	  an	  interesting	  quandary—our	  current	  interest	  in	  “heritage”	  as	  a	  value-­‐added	  product	  gives	  their	  work	  renewed	  value.	  At	  the	  same	  time,	  it	  fetishizes	  them	  as	  commodities.	  Rather	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than	  understanding	  the	  labor	  conditions	  under	  which	  commodities	  are	  produced,	  the	  work	  itself	  is	  now	  fetishized	  as	  much	  as	  the	  product.	  As	  a	  novel	  form	  of	  economic	  development,	  these	  models	  of	  heritage	  tourism	  encourage	  enjoyment	  of	  the	  environment	  but	  the	  reliance	  on	  tropes	  of	  authenticity	  and	  heritage	  require	  a	  nostalgic	  view	  of	  labor,	  and	  beg	  the	  question	  of	  “who”	  is	  expected	  to	  perform	  the	  labor	  within	  touristic	  imaginations	  (Kirschenblatt-­‐Gimblett,	  1998).	  As	  tourists	  arrive	  at	  places	  to	  experience	  “untouched”	  and	  preserved	  areas,	  it	  cannot	  be	  overlooked	  that	  the	  embodied	  presence	  of	  that	  terrain	  may	  be	  desired	  to	  be	  essentially	  “Galician”	  to	  preserve	  the	  narrative	  of	  space	  undisturbed	  by	  the	  ravages	  of	  modernity.	  
AGAMAR	  	   Compounding	  the	  problematics	  of	  a	  nostalgic	  gaze	  upon	  women’s	  labor	  in	  these	  times	  is	  the	  reality	  of	  those	  very	  conditions.	  In	  Galicia,	  women	  comprise	  a	  large	  portion	  of	  the	  workforce,	  with	  31,000	  in	  agricultural	  and	  4,000	  in	  farming.	  Galician	  women	  represent	  the	  second	  largest	  female	  agricultural	  workforce	  in	  Spain.	  The	  work	  of	  the	  mariscadoras	  is	  fraught	  with	  harassment	  and	  intimidation,	  taking	  the	  form	  of	  flat	  tires,	  damage	  to	  cars	  and	  physical	  attacks	  by	  poachers—those	  who	  seek	  unauthorized	  access	  to	  the	  beach.	  2012	  was	  also	  a	  remarkably	  scarce	  year	  for	  shellfish	  in	  the	  rias;	  which	  threatens	  the	  economic	  stability	  of	  these	  women	  and	  their	  families	  (Mandiá,	  2012).	  	  	   Some	  of	  the	  dangers	  of	  casting	  a	  nostalgic,	  and	  commodified,	  glance	  at	  women’s	  labor	  are	  evident	  when	  we	  consider	  the	  pressures	  the	  mariscadoras	  find	  themselves	  under	  within	  the	  confines	  of	  today’s	  global	  economy.	  As	  has	  been	  well	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documented	  in	  the	  news,	  Spain	  has	  been	  particularly	  hard	  hit	  by	  the	  global	  “recession”,	  with	  Madrid	  enacting	  increasingly	  strict	  austerity	  measures.	  Against	  this	  political	  reality,	  the	  construction	  of	  women’s	  work	  as	  natural,	  pleasurable,	  and	  leisurable,	  combines	  with	  the	  USAmerican	  view	  of	  the	  Mediterranean	  lifestyle	  as	  carefree	  and	  relaxed	  and	  lends	  itself	  to	  interpretations	  of	  any	  protests	  to	  the	  austerity	  measures	  as	  a	  reaction	  of	  laziness	  and	  wanting	  a	  handout	  from	  the	  “nanny	  state.”	  	  	   As	  transnational	  feminism	  attunes	  us	  to	  the	  connections	  to	  the	  mobility	  and	  border	  crossing	  capacities	  it	  is	  important	  to	  ask	  what	  possibilities	  there	  are	  for	  transnational	  alignments	  of	  women	  laborers	  under	  current	  structures	  of	  global	  power.	  Not	  only	  are	  working	  class	  women	  being	  seen	  as	  touristic	  venues,	  wherein	  viewing	  audiences	  are	  able	  to	  visit	  through	  celebrity	  bodies	  and	  vicariously	  partake	  in	  their	  daily	  toil,	  but	  as	  Saskia	  Sassen	  notes	  	  “Globalization has not only 
reconfigured the boundaries of the nation-state, but it has also incorporated the 
bodies of women as a central part of local and global economies (Sassen, 1998). 
As consumers and governments seek and place value on “heritage” and 
“authenticity” in their consumption and leisure it is important to recall the very 
real questions of the bodies and livelihoods that are wrapped up in these webs of 
cultural formations such as culinary tourism.  
The	  representational	  strategies	  employed	  within	  the	  transnational	  marketplace—those	  twinning	  narratives	  of	  land	  and	  nation,	  linking	  essentialist	  identity	  with	  space—present	  a	  mirror	  image	  of	  Benjamin’s	  theorization	  in	  “The	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Work	  of	  Art	  in	  the	  Age	  of	  Mechanical	  Reproduction”	  (2008).	  Writing	  in	  the	  1930s,	  as	  the	  mass	  media	  system	  became	  organized	  under	  late	  capitalism’s	  logic,	  Benjamin	  argued	  that	  technological	  reproducibility	  had	  contradictory,	  but	  ultimately	  democratizing,	  effects.	  Although	  cultural	  labor	  was	  becoming	  increasingly	  alienated,	  the	  decline	  of	  the	  “aura”	  opened	  new	  possibilities.	  Proletarianization	  could	  mean	  the	  politicization	  of	  aesthetics. 
Long-­‐term	  economic	  stagnation	  prompts	  capital	  to	  seek	  new	  strategies	  for	  adding	  value.	  In	  our	  moment	  of	  globalized	  nostalgia,	  we	  seek	  the	  “aura”	  through	  consuming	  certified	  authentic	  experiences	  and	  products.	  Rather	  than	  fetishizing	  the	  industrial,	  within	  the	  food	  system	  we	  fetishize	  labor	  and	  space,	  while	  obscuring	  their	  economic	  productivity.	  However,	  there	  is	  political	  value	  in	  the	  attention	  that	  this	  brings	  to	  both	  labor	  and	  land	  insofar	  as	  there	  is	  opportunity	  for	  intervention.	  We	  have	  now	  arrived	  at	  a	  point	  in	  global	  capitalism	  where	  the	  authenticity	  of	  labor	  as	  a	  commodity	  in	  and	  of	  itself	  has	  made	  labor	  somewhat	  visible	  even	  if	  first	  and	  foremost	  as	  a	  function	  of	  the	  commodity	  image	  system	  (Leiss,	  et	  al,	  1990).	  	  We	  cannot	  underestimate	  the	  populism	  that	  undergirds	  this	  moment	  in	  the	  historical	  present—and	  the	  potential	  for	  reactionary	  social	  movements.	  This	  summer,	  the	  fascist	  party	  Golden	  Dawn	  secured	  18	  seats	  in	  Greece’s	  parliament	  with	  6.92%	  of	  the	  vote.	  The	  party	  base	  is	  largely	  in	  the	  urban	  center;	  and	  the	  party	  has	  opened	  offices	  throughout	  Europe	  and	  in	  New	  York	  City.	  Their	  platform	  consisted	  of	  largely	  anti-­‐immigrant	  rhetoric	  and	  virulent	  nationalism,	  echoing	  images	  from	  the	  Third	  Reich.	  Growing	  violence	  against	  immigrants	  in	  Greece	  has	  been	  documented	  in	  recent	  months.	  	  (Feuer	  and	  Silva,	  2012;	  Henley	  and	  Davies,	  2012).	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Demonstrating	  the	  twin	  forces	  of	  populism	  and	  the	  reactionary	  forces	  of	  the	  right	  and	  left,	  SYRIZA,	  a	  coalition	  of	  the	  radical	  left	  also	  won	  seats	  in	  Greece’s	  June	  elections.	  Within	  less	  than	  two	  months	  of	  campaigning,	  they	  rose	  to	  become	  the	  main	  opposition	  party.	  Although	  the	  conservative	  party	  New	  Democracy	  won	  by	  a	  narrow	  margin,	  SYRIZA	  currently	  (as	  of	  November	  11,	  2012)	  represents	  the	  most	  popular	  party	  in	  Greece	  (Bouras,	  2012).	  	  
A	  similar	  tension	  between	  populist	  politics	  of	  the	  right	  and	  left	  is	  visible	  in	  Spain.	  During	  their	  state	  elections	  in	  the	  fall	  of	  2011,	  Spain	  elected	  the	  conservative	  party,	  Partido	  Popular	  (PP)	  to	  power	  with	  the	  biggest	  victory	  since	  Franco’s	  dictatorship	  ended	  in	  1975.	  The	  Prime	  Minister	  Mariano	  Rajoy	  has	  continued	  the	  platform	  of	  austerity	  measures	  that	  Zapatero,	  his	  socialist	  party	  predecessor	  implemented.	  October	  2012’s	  municipal	  elections	  were	  seen	  as	  a	  referendum	  on	  these	  policies—particularly	  in	  Galicia,	  Rajoy’s	  native	  state.	  Six	  weeks	  before	  the	  election,	  the	  leftist	  national	  party	  AGE	  (Alternativa	  Galega	  de	  Esquerda	  or	  Galician	  Alternative	  Left)	  emerged,	  a	  coalition	  of	  federalists	  and	  independents,	  lauded	  by	  some	  members	  of	  the	  press	  as	  Spain’s	  SYRIZA	  (“Otra	  vuelta	  de	  tuerka”	  2012).	  Although	  the	  PP	  (Partido	  Popular	  or	  Popular	  Party),	  the	  ruling	  party	  of	  the	  Madrid	  government,	  retained	  power	  the	  new	  party	  gained	  7	  seats,	  with	  only	  6	  weeks	  of	  campaign	  time.	  Combined	  with	  BNG,	  the	  leftist	  nationalists	  won	  14	  seats	  and	  gained	  votes	  compared	  to	  2009.	  These	  electoral	  gains	  by	  the	  left,	  and	  by	  a	  party	  with	  little	  time	  to	  campaign-­‐-­‐present	  the	  possibility	  for	  new	  conversations	  regarding	  citizenship,	  space,	  and	  identity	  as	  we	  move	  towards	  reconstructing	  national	  and	  global	  societies	  in	  the	  wake	  of	  the	  2008	  economic	  crisis.	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CITIZENSHIP	  AS	  PLACE	  	  The	  tensions	  and	  contradictions	  of	  late	  global	  capitalism	  have	  been	  stretched	  to	  the	  breaking	  point	  for	  some	  time	  now.	  Europe’s	  recent	  political	  developments	  speak	  to	  the	  precariousness	  of	  citizenship	  and	  belonging	  within	  the	  historical	  present.	  We	  are	  living	  out	  what	  has	  been	  described	  as	  the	  “balkanization”	  of	  racial	  and	  ethnic	  inequalities,	  and	  the	  subsequent	  “conflict	  over	  culture	  and	  identity-­‐-­‐of	  one's	  place	  in	  the	  world"	  	  (McCarthy	  et	  al,	  2003).	  We	  are	  witnessing	  a	  dramatic	  rearticulation	  of	  identity	  in	  relationship	  to	  space,	  place	  and	  citizenship.	  Publico,	  the	  national	  Spanish	  paper	  the	  went	  on-­‐line	  in	  2012,	  calls	  the	  emergence	  of	  a	  “radical	  coalition	  of	  the	  left”	  the	  “SYRIZA	  effect”	  claiming	  that	  it	  is	  the	  consequence	  of	  the	  transformation	  of	  the	  economic	  crisis	  into	  a	  political	  crisis	  within	  Europe	  (10/22/12).	  I	  want	  to	  draw	  attention	  to	  the	  ways	  in	  which	  the	  historical	  present	  is	  fostering	  opportunities	  for	  a	  new	  articulation	  of	  identities—from	  the	  previous	  models	  of	  citizen-­‐as-­‐consumer,	  towards	  reclamation	  of	  citizenship	  and	  public	  space.	  	  
	  
PILGRIMAGES	  OF	  CITIZENSHIP:	  FLOWS	  OF	  ACTIVISM	  	  My	  dissertation	  writing	  has	  been	  foregrounded	  by	  the	  political	  movements	  that	  have	  responded	  to	  the	  economic	  crisis	  of	  2008—the	  indignados,	  Occupy,	  and	  #132	  most	  specifically.	  I	  have	  conducted	  research	  and	  taught	  on	  how	  identities	  are	  fashioned	  and	  articulated	  with	  the	  confines	  of	  consumer	  capitalism,	  what	  struck	  me	  was	  the	  radical	  refashioning	  of	  identity	  that	  these	  movements	  represented:	  a	  move	  from	  the	  decades	  of	  citizenship	  as	  consumption	  towards	  a	  reengagement	  with	  citizenship	  as	  a	  political	  and	  emancipatory	  process	  (Denzin	  and	  Giardina,	  2012).	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Globally,	  we	  are	  experiencing	  a	  re-­‐alignment	  of	  identities,	  on	  an	  individual,	  national,	  and	  trans-­‐national	  level.	  Industrialization	  and	  the	  rise	  of	  consumer	  culture	  had	  successfully	  masked	  the	  interests	  of	  the	  middle	  class	  (Ewen,	  1990),	  funneling	  them	  instead	  into	  the	  acquisition	  of	  identity	  markers	  through	  consumption	  practices,	  and	  ultimately	  the	  lifestyle	  categorizations	  that	  gained	  traction	  among	  marketers	  in	  the	  1980s	  and	  1990s	  (Schor,	  1999).	  Today,	  we	  see	  the	  high	  price	  auctioning	  of	  personal	  information	  that	  makes	  Google	  and	  Facebook	  so	  valuable	  (Cohen,	  2008).	  The	  move	  over	  the	  past	  hundred	  years	  has	  been	  towards	  cultivating	  an	  individual	  identity,	  massaging	  one’s	  personal	  expression	  through	  carefully	  chosen	  consumer	  products.	  	  Occupy	  and	  the	  Indigandos	  have	  emerged	  in	  reaction	  to	  this	  phenomenon.	  Where	  Occupy	  and	  Indignados	  speak	  to	  each	  other	  most	  dramatically	  is	  the	  relationship	  to	  public	  space,	  democracy	  and	  the	  dismissal	  of	  a	  managerial	  ethos.	  In	  our	  managerial,	  value-­‐added	  society,	  there	  has	  been	  much	  confusion,	  debate,	  and	  curiosity	  about	  Occupy’s	  lack	  of	  tangible	  demands.	  The	  term	  “indignado”	  or	  “outraged,”	  signifies	  something	  much	  more	  raw	  and	  visceral	  than	  the	  spatial	  politics	  invoked	  by	  “occupy”.	  It	  is	  an	  affective,	  emotional	  term	  that	  marks	  a	  crisis	  during	  the	  crisis	  in	  neoliberalism.	  Occupations	  necessarily	  must	  end,	  but	  one	  can	  remain	  indignant	  indefinitely.	  	  In	  2008,	  I	  heard	  Sarah	  Ahmed	  as	  the	  plenary	  speaker	  at	  the	  Graduate	  Symposium	  on	  Women’s	  and	  Gender	  History	  at	  the	  University	  of	  Illinois	  at	  Urbana-­‐Champaign.	  She	  spoke	  of	  how	  our	  culture	  orients	  us	  towards	  seeking	  out	  happiness,	  the	  ways	  in	  which	  metrics	  have	  been	  created	  to	  measure	  levels	  of	  happiness,	  and	  
	   	   156	  
how	  the	  pursuit	  of	  happiness	  has	  become	  a	  just	  and	  noble	  cause	  in	  and	  of	  itself.	  Within	  this	  framework,	  she	  identified	  tropes	  of	  the	  unhappy—such	  as	  the	  unhappy	  immigrant	  of	  unhappy	  gay.16	  These	  are	  failed	  subjects	  and	  by	  their	  location	  outside	  of	  happiness	  serve	  as	  a	  reminder	  of	  the	  precariousness	  of	  our	  own	  personal,	  individual	  visions	  of	  happiness	  through	  the	  neoliberal	  lens.	  Or	  that’s	  how	  I	  remember	  the	  talk,	  and	  the	  conversation	  that	  it	  prompted	  among	  my	  friends	  and	  I.	  	  Ahmed	  ended	  her	  lecture	  by	  calling	  on	  us	  to	  be	  unhappy,	  to	  remind	  people	  of	  the	  unpleasantness	  that	  exists	  within	  our	  societies.	  This	  is	  what	  the	  indignados	  and	  occupiers	  have	  done	  with	  the	  most	  success.	  They	  have	  stood	  at	  the	  margins	  and	  moved	  the	  margins	  into	  the	  center	  of	  our	  awareness.	  In	  the	  wake	  of	  the	  2008	  global	  financial	  crisis,	  this	  articulation	  of	  outrage	  is	  understandable	  and	  even	  desirable.	  What	  is	  visible	  is	  at	  once	  is	  a	  localness	  to	  each	  iteration	  of	  the	  movement,	  even	  as	  it	  simultaneously	  speaks	  to	  a	  globally	  linked	  network	  of	  similarly	  outraged	  citizens	  worldwide.	  	  By	  “margins”	  I	  do	  not	  mean	  to	  suggest	  that	  the	  demonstrators	  are	  necessarily	  subaltern	  or	  disenfranchised.	  The	  widespread	  use	  of	  twitter,	  Facebook	  and	  the	  internet	  in	  general	  as	  organizing	  tools,	  and	  the	  manner	  in	  which	  these	  movements	  have	  catapulted	  the	  hash	  tag	  (#)	  into	  popular	  awareness	  testify	  to	  the	  linked-­‐in-­‐ness	  of	  many	  of	  the	  members	  of	  these	  groups.	  Rather,	  when	  we	  recognize	  the	  material	  conditions	  of	  our	  societies	  and	  make	  the	  move	  to	  engage	  with	  the	  realities	  and	  possibilities	  that	  we	  position	  ourselves	  at	  the	  margins,	  or	  in	  between.	  Diversi	  and	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  16	  This	  is	  explored	  in	  detail	  in	  her	  book	  The	  Promise	  of	  Happiness	  (2010).	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Moreira	  (2009)	  write	  about	  life	  as	  “betweeners”:	  “(un)conscious	  bodies	  experiencing	  life	  in	  and	  between	  two	  cultures”	  (19).	  Betweener	  identity	  accounts	  for	  the	  power	  relations	  inherent	  in	  the	  co-­‐construction	  of	  identity,	  and	  ultimately	  results	  in	  a	  “conscientization	  and	  notions	  of	  inclusive	  social	  justice”	  that	  develops	  from	  seeing	  ourselves	  connected	  with	  others.	  The	  move	  to	  the	  margins,	  the	  between-­‐ness	  of	  the	  indignados	  and	  Occupy	  allow	  us	  to	  re-­‐articulate	  ourselves	  not	  as	  consumer	  subjects	  but	  rather	  citizens	  engaging	  in	  participatory	  democracy.	  	  A	  critical,	  progressive	  left	  would	  embrace	  this	  move-­‐-­‐fostering	  a	  collective	  identity	  based	  on	  shared	  values	  of	  social	  justice	  and	  attentive	  to	  the	  power	  relations	  inherent	  in	  the	  complex	  web	  of	  global	  relations	  at	  the	  current	  moment	  of	  the	  historical	  present.	  	  
INDIGNADO	  ABROAD	  By	  the	  time	  I	  arrived	  in	  Galicia	  in	  2011	  it	  was	  mid-­‐June.	  The	  indignados	  had	  been	  in	  Puerta	  de	  Sol,	  Madrid,	  Barcelona,	  Santiago	  de	  Compostela,	  and	  other	  plazas	  in	  58	  cities	  throughout	  the	  country	  since	  May	  15.	  While	  I	  was	  there,	  the	  indignados	  in	  Santiago	  began	  a	  pilgrimage,	  on	  foot,	  through	  the	  villages	  en	  route	  to	  Madrid.	  Along	  the	  way	  they	  stopped	  and	  explained	  to	  fellow	  citizens	  what	  they	  were	  marching	  for.	  By	  October,	  the	  Spanish	  indignados	  had	  arrived	  in	  Brussels	  at	  the	  European	  Union.	  	  The	  economic	  depression	  –“la	  crisis”—was	  daily	  discussion	  amongst	  my	  friends,	  the	  language	  instructors	  at	  the	  schools	  and	  the	  Spanish	  students	  who	  came	  in	  from	  Castilian	  Spain,	  País	  Vasco,	  or	  Catalonia.	  It	  was	  taking	  its	  toll	  on	  the	  town’s	  restaurants	  and	  bars,	  which	  lined	  the	  waterfront	  and	  Rúa	  de	  Castelao,	  the	  main	  drag.	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In	  conversations	  with	  restaurant	  owners,	  they’d	  promise	  that	  the	  next	  week	  was	  when	  things	  in	  the	  town	  would	  really	  begin—“La	  semana	  proxima,	  fiesta	  del	  dia	  
hasta	  la	  madrugada”	  (Next	  week,	  we’ll	  be	  partying	  from	  the	  day	  into	  the	  dawn).	  	  But	  during	  this	  summer	  of	  austerity,	  the	  festival	  never	  seemed	  to	  arrive.	  	  The	  youth	  I	  met	  were	  alternately	  outraged	  and	  discouraged.	  Through	  my	  six	  weeks	  in	  a	  shared	  flat	  and	  at	  the	  language	  school,	  I	  had	  the	  opportunity	  to	  become	  friends	  and	  acquaintances	  with	  several	  students	  from	  all	  over	  Spain.	  Mostly	  in	  their	  early	  twenties,	  they	  had	  graduated	  from	  university	  and	  now	  found	  themselves	  without	  work,	  living	  at	  home.	  As	  one	  flatmate	  put	  it:	  “There	  is	  no	  real	  ability	  for	  us	  to	  grow	  up	  here—we	  have	  no	  work,	  we	  cannot	  get	  married	  and	  move	  out.	  Where	  are	  we	  to	  go	  and	  what	  are	  we	  to	  do?”	  	  	   As	  I	  was	  browsing	  a	  bookstore	  in	  O	  Grove,	  I	  came	  across	  a	  small,	  book	  titled	  “¡Indignaos!	  :	  Un	  alegato	  contra	  la	  indiferencia	  y	  a	  favor	  de	  la	  insurrección	  pacífica”	  (Time	  for	  Outrage!:	  A	  case	  against	  indifference	  and	  in	  favor	  of	  a	  peaceful	  uprising)	  by	  Stéphane	  Hessel.	  Hessel,	  a	  WWII	  concentration	  camp	  survivor,	  member	  of	  the	  French	  Resistance,	  and	  drafter	  of	  the	  UN	  Declaration	  of	  Human	  Rights	  links	  today’s	  human	  rights	  struggles	  to	  the	  ideals	  of	  the	  French	  Revolution	  and	  the	  French	  Resistance.	  In	  the	  words	  of	  an	  article	  in	  London’s	  Financial	  Times:	  “And	  those	  ideals,	  he	  says,	  still	  apply	  today.	  Fighting	  inequality	  now	  isn’t	  so	  different	  from	  fighting	  Hitler,	  he	  thinks”	  (Kuper,	  2011).	  The	  book	  sold	  500,000	  copies	  in	  France	  in	  its	  first	  three	  months	  of	  publication.	  	  	   When	  I	  encountered	  the	  book	  in	  Spain,	  it	  was	  published	  by	  Editions	  Destine,	  S.A.	  a	  Barcelona	  based	  publisher	  of	  Spanish	  and	  foreign	  literature.	  The	  prologue,	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written	  by	  José	  Luis	  Sampedro,	  a	  writer,	  humanitarian	  and	  economist,	  connects	  the	  struggles	  of	  Spain	  with	  those	  of	  France	  over	  the	  past	  century.	  He	  encourages	  Spain’s	  youth	  to	  maintain	  their	  outrage	  and	  fight	  to	  save	  the	  democratic	  achievements	  based	  on	  social	  justice	  and	  liberty-­‐-­‐the	  ethical	  values	  that	  were	  committed	  to	  in	  the	  wake	  of	  the	  pain	  of	  the	  Second	  World	  War	  (2011,	  14).	  	  	  	   As	  I	  read	  this	  book,	  and	  the	  subsequent	  volumes	  that	  were	  published	  by	  
indignados	  (Velasco,	  2011;	  Álvarez,	  Gallego,	  Gándara,	  Rivas,	  2011),	  the	  cleavages	  among	  and	  within	  transnational	  analysis	  and	  affiliations	  became	  clear.	  Spain	  did	  not	  participate	  in	  WWII	  due	  to	  their	  bloody	  civil	  war	  (immortalized	  by	  Picasso’s	  Guernica)	  and	  had	  been	  ruled	  under	  Franco’s	  dictatorship	  until	  his	  1975	  death.	  Their	  transition	  to	  democracy	  coincided	  with	  the	  neoliberal	  turn	  in	  global	  capital	  and	  politics	  (Harvey,	  2005).	  As	  a	  result,	  Spain	  did	  not	  develop	  the	  Keynesian	  welfare	  state	  as	  the	  rest	  of	  Europe,	  thus	  its	  periodization	  is	  different	  (Engel,	  2007;	  p.	  214).	  Its	  trajectory	  within	  global	  financial	  markets	  and	  commodity	  culture	  has	  been	  unique.	  	  The	  indignados	  and	  “Occupy”	  movements	  can	  be	  read	  as	  a	  response	  to	  the	  lack	  of	  political	  representation	  that	  has	  been	  a	  hallmark	  of	  neoliberalism,	  and	  a	  uniting	  of	  identity	  around	  a	  common	  democratic	  project	  after	  decades	  of	  fracture	  through	  commodification.	  A	  country	  that	  is	  explicitly	  comprised	  of	  several	  nationalities	  (Catalan,	  Basque,	  Galician,	  etc)	  nationalist	  and	  separatist	  politics	  have	  been	  present	  throughout	  Spain’s	  history.	  	  The	  indignados	  present	  a	  unified	  community	  of	  citizens	  addressing	  state	  power,	  and	  rather	  than	  drawing	  on	  primordial	  historical	  identities	  or	  invented	  traditions,	  there	  is	  an	  voicing	  of	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possibilities—in	  the	  recognition	  of	  the	  location	  of	  power	  within	  the	  transnational	  financial	  system	  and	  the	  corrupt	  government,	  in	  the	  reoccupation	  of	  foreclosed	  housing.	  	  	  
INDIGNADO	  AT	  HOME	  	  	   In	  early	  October	  I	  returned	  to	  my	  hometown	  of	  Chicago,	  Illinois.	  En	  route	  to	  meet	  my	  friend	  Lynn	  and	  her	  eight	  month	  old	  daughter	  Naomi,	  for	  brunch	  on	  a	  Monday	  morning,	  I	  drove	  through	  the	  Wicker	  Park	  neighborhood	  in	  which	  I	  had	  spent	  a	  good	  deal	  of	  my	  early	  twenties.	  Reflecting	  on	  the	  two	  decades	  that	  have	  passed	  since	  my	  “arrival”	  in	  Chicago	  as	  a	  young	  adult	  (in	  that	  Mary	  Tyler	  Moore	  sense,	  where	  I	  was	  ready	  to	  live	  in	  and	  be	  of	  “the	  city”)	  and	  that	  day	  demonstrated	  the	  massive	  amounts	  of	  “investment”	  and	  gentrification	  that	  took	  place	  in	  the	  neighborhood,	  located	  to	  the	  north	  west	  of	  the	  city’s	  downtown	  business	  district.	  For	  a	  time,	  the	  neighborhood	  had	  been	  “up	  and	  coming,”	  an	  artist	  neighborhood,	  then	  the	  hipsters	  gave	  way	  to	  young	  professionals,	  and	  soon	  young	  professional	  condo	  owners.	  Today	  the	  neighborhood	  displayed	  upscale	  cafes,	  condo	  for	  sale	  signs,	  and	  baby	  strollers.	  	  	   Talking	  with	  my	  friend,	  she	  reveals	  that	  her	  husband	  has	  left	  her.	  Now	  a	  single	  mom,	  she	  has	  to	  take	  on	  more	  hours	  at	  work,	  and	  consequently	  pay	  for	  more	  daycare	  for	  her	  eight-­‐month-­‐old	  daughter.	  We	  take	  a	  walk	  in	  the	  fall	  air,	  down	  to	  the	  playground.	  We	  place	  her	  daughter	  in	  a	  swing.	  Nearby,	  moms	  and/or	  nannies	  play	  with	  their	  children	  on	  the	  playgrounds—some	  in	  jeans,	  others	  in	  velour	  Juicy	  Couture	  sweat	  suits,	  as	  if	  I	  was	  watching	  The	  Real	  Housewives	  of	  Orange	  County.	  As	  I	  push	  Naomi,	  Lynn	  and	  I	  brainstorm	  options	  for	  her	  immediate	  future.	  She	  has	  a	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master’s	  degree	  from	  the	  top	  program	  in	  Speech	  and	  Hearing	  Science.	  A	  solid	  job.	  She	  can	  ask	  for	  more	  hours,	  take	  on	  independent	  consults.	  But,	  she	  is	  upside	  down	  on	  her	  mortgage.	  Her	  condo	  will	  most	  likely	  not	  regain	  its	  value—since	  the	  financial	  collapse,	  several	  other	  units	  have	  gone	  into	  foreclosure,	  further	  bringing	  down	  the	  value.	  And	  without	  her	  husband’s	  help	  with	  child	  care	  and	  financial	  contribution,	  the	  investment	  in	  the	  condo	  doesn’t	  seem	  worthwhile.	  So	  that	  is	  how	  we	  wound	  up,	  on	  a	  picturesque	  fall	  day,	  matter-­‐of-­‐factly	  discussing	  how	  one	  might	  walk	  away	  from	  a	  mortgage	  as	  one’s	  marriage	  collapses.	  Do	  you	  leave	  the	  keys	  taped	  to	  the	  door?	  How	  many	  months	  do	  you	  have	  before	  you	  are	  locked	  out?	  When	  should	  you	  rent	  a	  new	  place,	  so	  that	  your	  credit	  still	  looks	  okay?	  Just	  how	  bad	  can	  bad	  credit	  be	  when	  so	  many	  people	  are	  going	  to	  be	  affected?	  Something	  is	  going	  to	  have	  to	  be	  done,	  right?	  	  	   These	  questions	  were	  exchanged	  seriously,	  although	  there	  were	  moments	  of	  giggling	  at	  the	  absurdity	  of	  it	  all.	  Aren’t	  women	  in	  their	  thirties	  with	  advanced	  degrees	  and	  children,	  supposed	  to	  be	  inoculated	  against	  this?	  Hadn’t	  we	  been	  promised	  jobs	  and	  homes	  and	  some	  sense	  of	  stability?	  So	  how	  can	  it	  be	  that	  defaulting	  on	  a	  mortgage	  has	  become	  a	  very	  rational	  playground	  conversation	  on	  this	  Monday	  afternoon?	  	  	   With	  that,	  we	  packed	  Naomi	  up	  on	  the	  El,	  and	  headed	  to	  the	  corner	  of	  LaSalle	  and	  Jackson	  in	  the	  Loop	  district	  of	  Chicago,	  where	  Occupy	  Chicago	  had	  set	  up	  camp.	  I	  had	  been	  curious	  about	  what	  Chicago	  was	  doing,	  and	  Lynn	  is	  a	  long-­‐time	  activist.	  So	  it	  did	  feel	  like	  a	  natural	  fit.	  After	  our	  conversation	  it	  seemed	  like	  a	  way	  to	  at	  least	  take	  some	  action.	  Once	  there,	  we	  encountered	  a	  friendly,	  if	  motley,	  group	  of	  people.	  We	  sat	  to	  the	  side	  and	  let	  Naomi	  play	  on	  a	  blanket.	  Journalists	  stopped	  by,	  babies	  it	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seems	  are	  a	  big	  draw	  for	  photographers.	  Another	  family	  with	  small	  children	  came	  to	  play	  for	  quite	  awhile.	  The	  mother	  had	  made	  signs	  drawing	  attention	  to	  Chase	  bank,	  and	  also	  had	  brought	  food	  for	  the	  family	  and	  the	  organizers.	  The	  feeling	  at	  the	  site	  was	  one	  of	  calm	  togetherness.	  Signs	  were	  posted	  and	  held,	  people	  milled	  about,	  businesspeople	  passed	  by—some	  looked,	  others	  averted	  their	  eyes.	  	  	   A	  month	  later	  I	  went	  to	  Zuccotti	  Park,	  the	  day	  before	  it	  was	  cleared.	  Larger	  than	  the	  scene	  in	  Chicago,	  the	  atmosphere	  was	  also	  quite	  different.	  Guardrails	  had	  been	  set	  up,	  keeping	  the	  occupiers	  inside	  and	  the	  visitors	  or	  onlookers	  on	  the	  outside.	  Policemen	  lined	  the	  sidewalks,	  and	  small	  crowds	  gathered	  around,	  asking	  questions	  of	  the	  occupiers	  gathered	  at	  the	  gates.	  It	  was	  open	  to	  walk	  through,	  but	  the	  tent	  city’s	  citizens	  were	  busy	  with	  their	  day.	  The	  sense	  of	  participation	  that	  I	  had	  felt	  in	  Chicago	  was	  missing.	  Perhaps	  it	  was	  the	  lack	  of	  home-­‐ness,	  or	  the	  jadedness	  that	  the	  tent	  village	  had	  developed	  toward	  voyeurism.	  The	  next	  day,	  the	  morning	  news	  reported	  that	  the	  park	  had	  been	  cleared—Occupy	  had	  gone	  home.	  	  	  	   In	  the	  following	  months,	  OWS	  has	  maintained	  a	  presence,	  both	  as	  a	  grassroots	  movement	  and	  a	  media	  talking	  point.	  The	  most	  prominent	  contribution	  has	  been	  the	  99%.	  The	  “99%”	  has	  been	  useful	  within	  the	  national	  context	  for	  re-­‐aligning	  the	  middle	  and	  working	  classes	  (Ewen,	  1999),	  but	  it	  does	  obscure	  intersectional	  analysis—flattening	  differences	  within	  the	  99%	  towards	  the	  goal	  of	  solidarity.	  	  That	  is	  its	  strength	  and	  weakness—the	  slogan	  comes	  from	  the	  flyer	  for	  OWS’	  second	  general	  assembly.	  	  Chris,	  a	  New	  York	  activist,	  created	  a	  tumblr	  blog	  using	  the	  slogan,	  calling	  for	  people	  to	  upload	  photos	  of	  themselves	  with	  short	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statements	  on	  hand	  written	  signs	  about	  how	  they	  are	  affected	  by	  the	  financial	  crisis,	  and	  identify	  as	  the	  99	  percent	  (Weinstein,	  2011).	  	  Some	  examples:	  	  
“Mainstream media wants you to believe that I am an unemployed punk that participates 
in anarchy and supports communism. The truth is, I’m a 19 year old college student who 
works two jobs to be able to afford his overpriced education. I’m pursuing my dreams 
while Wall Street gambles my future away. If I do poorly in my studies, I’ll be kicked out of 
my university. If I don’t perform well at work, I’ll be fired. When those who work on Wall 
Street lie, cheat and steal, they get record salaries and enormous bonuses. I refuse to be 
silent while my fellow citizens suffer because of the reckless and irresponsible actions of a 
few with our economy. I am the majority. I am the 99%.  
I am 22. 
I have a B.A. 
I work for a non-profit newspaper. 
I bring home $17,000 annually. 
I am going back to school to be a nurse. 
I will never be rich. 
I am the 99%. 	  
I am the 99%. My dad got colon cancer at age 53. He was a contractor for McDonell Douglass. 
Four years earlier, at age 6, I got type 1 diabetes. My dad went to work until just days before he 
died so that we could get our medical. McDonnell Douglass, an aerospace company with a ton of 
government money and 1% money DID NOT NEED HIS LABOR AS HE WAS DYING. Together, 
we can let the dying die. We have the money, and the heart. The rules set up by the 1% 
threatened my life and literally took his. I am the 99%. (I am a contractor now, and I have a 
daughter. I’d do it for her.)  
i drive 150 miles to a job where i have asked four times for a raise 
only to be told they cannot afford it — then hired someone to do half 
of what i do for twice the pay. 
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i have $9 in my bank account and $42,000 in student loans. i cannot 
finish my degree because my commute is too long and too far to get to 
classes. 
five years ago my house was worth $150,000 — now its worthy $60,000 and 
the foreclosures have made my neighborhood unsafe for my newborn son. 
i am the 99 percent. (http://wearethe99percent.tumblr.com/)	  Participation	  in	  the	  99%	  narrative,	  as	  an	  example	  or	  reader,	  invites	  one	  into	  the	  space	  of	  qualitative	  inquiry—it	  is	  a	  place	  to	  show	  and	  not	  tell,	  and	  where	  the	  individual	  is	  linked	  to	  the	  larger	  universal	  through	  Sartre’s	  universal	  singular—as	  a	  single	  instance	  of	  the	  universal	  experience	  (Sartre	  1981	  in	  Denzin	  2003).	  They	  provide	  autoethnographic	  glimpses	  into	  life	  in	  the	  historical	  present,	  and	  connect	  us	  to	  each	  other,	  not	  through	  an	  imagined	  community	  generated	  by	  media	  narratives	  as	  in	  Anderson’s	  famous	  formulation	  (and	  I	  certainly	  don’t	  argue	  that	  that	  does	  not	  continue	  to	  occur)	  but	  rather	  through	  the	  shared	  reality	  of	  living	  under	  late	  consumer	  capitalism.	  Entrance	  into	  the	  99%	  refrain	  is	  an	  act	  of	  solidarity,	  the	  generation	  of	  collective	  will.	  It	  also	  is	  an	  engagement	  in	  autoethnography	  and	  qualitative	  inquiry,	  which	  challenges	  us	  to	  occupy	  the	  margins	  between	  individual	  and	  community—and	  from	  that	  space	  to	  create	  texts	  that	  “unfold	  intersubjective	  spaces	  between	  individual	  and	  community,	  and	  embrace	  both	  knowing	  and	  showing”	  (Holman	  Jones,	  2005;	  p.	  210).	  These	  narratives,	  and	  the	  conversation	  they	  provoke,	  the	  cleavages	  they	  lay	  bare	  among	  those	  who	  comprise	  the	  99%	  create	  a	  sense	  of	  “Us	  that	  challenges	  the	  still	  pervasive	  sense	  of	  Us	  versus	  Them	  that	  fuels	  inequality	  and	  privilege	  at	  the	  cost	  of	  the	  rights	  of	  Others”	  (Diversi	  and	  Moreira	  2009;	  219).	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The	  99%	  heuristic,	  while	  not	  viable	  as	  a	  means	  for	  policymaking,	  in	  these	  examples	  makes	  us	  attuned	  to	  the	  collective	  suffering	  that	  contemporary	  political	  arrangements	  manifested.	  Rather	  than	  lengthy	  polemics,	  the	  texts	  and	  images	  link	  persons	  together—offering	  the	  individual	  as	  an	  example	  of	  a	  universal	  experience.	  The	  stories	  range	  from	  foreclosure	  and	  homelessness	  to	  student	  debt,	  but	  linking	  each	  individual	  to	  a	  universal	  experience—that	  of	  being	  affected	  by	  “these	  harsh	  financial	  times”	  as	  the	  tumblr	  blog	  creator	  Chris	  (he	  withheld	  his	  last	  name)	  phrased	  it	  in	  an	  interview	  with	  Mother	  Jones	  (Weinstein,	  2011).	  Through	  these	  narratives	  we	  connect	  with	  the	  lived	  experiences	  of	  late	  consumer	  capitalism,	  not	  as	  consumers,	  but	  as	  citizens.	  Taken	  together,	  these	  narratives	  demonstrate	  “how	  personal	  stories	  become	  a	  means	  for	  interpreting	  the	  past,	  translating	  and	  transforming	  contexts,	  and	  envisioning	  a	  future”	  (Holman	  Jones,	  2005;	  768).	  The	  “I”	  of	  the	  personal	  narrative	  joins	  the	  “we”	  of	  the	  99%.	  Together,	  the	  narratives	  dislodge	  the	  “commonsense”	  (in	  the	  Gramscian	  sense)	  promises	  of	  neoliberalism—of	  freedom	  through	  individualism	  and	  private	  enterprise.	  From	  these	  margins	  a	  space	  for	  the	  generation	  of	  new	  systems	  of	  governance	  and	  articulation	  of	  identities.	  	  	   A	  similar	  process	  is	  at	  work	  transnationally,	  as	  groups—the	  indignados,	  and	  student	  groups	  in	  Mexico	  and	  Chile—employ	  similar	  processes	  towards	  collective	  ends.	  The	  usefulness	  of	  this	  model	  extends	  beyond	  the	  We	  are	  the	  99	  Percent	  tumblr	  blog.	  This	  spring,	  a	  student	  uprising	  in	  Mexico,	  Yo	  Soy	  132,	  emerged.	  On	  May	  11,	  2012	  presidential	  candidate	  Enrique	  Peña	  Nieto,	  from	  the	  “old	  authoritarian	  Party	  of	  the	  Industrial	  Revolution	  (PRI)”	  visited	  the	  Universidad	  Iberoamericana.	  Many	  students	  protested	  his	  presence	  on	  campus,	  and	  questioned	  his	  past	  political	  moves.	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After	  the	  event,	  media	  outlets	  reported	  that,	  rather	  than	  being	  actual	  students,	  opposing	  parties	  had	  brought	  in	  the	  troublesome	  attendees.	  As	  a	  response	  to	  the	  misrepresentation	  and	  media	  bias,	  students	  aired	  YouTube	  videos	  of	  themselves	  with	  their	  student	  IDs,	  and	  insisting	  that	  they	  were	  not	  there	  to	  protest	  (“131	  Alumnos	  de	  la	  Ibero	  responden”	  http://www.youtube.com/watch?feature=player_embedded&v=P7XbocXsFkI#!).	  One	  hundred	  and	  thirty	  one	  videos	  were	  taped	  in	  one	  evening.	  Students	  later	  posted	  as	  number	  132—they	  were	  there,	  and	  wanted	  to	  be	  counted.	  The	  video	  has	  an	  effect	  similar	  to	  the	  tumblr	  site—the	  collective	  faces	  of	  the	  individual	  students	  work	  to	  create	  a	  community	  around	  those	  who	  are	  upset	  that	  they	  were	  not	  represented	  by	  the	  mainstream	  media’s	  coverage.	  In	  this	  instance	  the	  protest	  “spark”	  is	  particularly	  salient—I	  was	  there,	  and	  you	  (media	  outlets)	  have	  lied	  about	  that.	  	  Subsequently,	  it	  spread	  beyond	  Universidad	  Iberoamerica,	  the	  twitter	  hashtag	  #YoSoy132	  showing	  solidarity	  with	  the	  students.	  Currently	  the	  webpage	  for	  the	  movement,	  yosoy132.mx	  contains	  a	  video	  of	  students	  from	  across	  Mexico’s	  universities,	  identified	  as	  “Estudiante	  UAM,”	  “Estudiante	  UNID,”	  etc.	  As	  they	  emerge	  on	  screen	  their	  voices	  explain	  their	  platform:	  	  Let	  us	  not	  wait	  any	  longer;	  let	  us	  not	  keep	  quiet	  any	  longer.	  Let	  us	  unite	  and	  get	  organized.	  Your	  country	  and	  mine	  is	  suffering.	  We	  live	  submerged	  in	  a	  deep	  crisis.	  The	  heart-­‐wrenching	  violence,	  the	  enormous	  poverty,	  the	  lack	  of	  justice,	  the	  social	  inequality,	  the	  limited	  access	  to	  education	  and	  an	  absent	  democracy	  afflict	  us	  every	  day…Let	  us	  take	  on	  this	  historic	  moment	  with	  bravery,	  responsibility	  and	  integrity…Let	  us	  take	  on	  this	  historic	  moment	  with	  bravery,	  responsibility	  and	  integrity…Let	  us	  unite	  and	  get	  organized…For	  that	  we	  demonstrate	  our	  solidarity	  with	  all	  of	  those	  that	  have	  had	  their	  voices	  silenced,	  and	  with	  the	  causes	  that	  defend	  social	  movements	  in	  favor	  of	  justice…For	  an	  authentic	  democracy,	  I	  am	  132.”	  	  (yosoy132.mx)	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As	  John	  Ackerman	  of	  The	  Nation	  points	  out,	  in	  contrast	  to	  the	  other	  movements,	  electoral	  politics	  are	  at	  the	  center	  of	  the	  #YoSoy132	  movement.	  But	  they	  share	  a	  common	  method	  in	  building	  collective	  consciousness,	  and	  join	  Occupy	  and	  the	  
indignados	  in	  a	  asking	  for	  a	  real	  democracy.	  	  As	  Diversi	  and	  Moreira	  write,	  rather	  than	  seeking	  a	  Truth,	  the	  goal	  of	  these	  systems	  of	  representation	  and	  narrative	  story	  telling	  is	  a	  Rortyan	  consensus—in	  a	  similar	  manner	  to	  the	  laborious	  General	  Assemblies.	  The	  conversation	  created	  in	  the	  spaces	  of	  Occupy	  moves	  us	  into	  the	  margins,	  embraces	  betweenerness,	  towards	  the	  creation	  of	  a	  new	  democratic	  consciousness.	  	  We	  have	  approached	  the	  limits	  of	  what	  expression	  of	  identity	  was	  afforded	  us	  by	  late	  consumer	  capitalism—the	  vote	  by	  dollars,	  recognized	  as	  market	  segments,	  identity	  fostered	  by	  marketing	  and	  consumption	  patterns.	  These	  phases	  will	  overlap,	  but	  taken	  together,	  the	  methods	  of	  Occupy,	  and	  the	  indignados	  represent	  what	  Denzin	  and	  Giardina	  identify	  as	  a	  “new	  performative	  cultural	  politics,	  a	  radical	  democratic	  imagination	  that	  redefines	  the	  concept	  of	  civic	  participation	  and	  public	  citizenship”	  (2012,	  19).	  	  	   These	  uprisings	  are	  happening	  internationally,	  as	  indications	  of	  and	  in	  response	  to	  a	  global	  crisis;	  in	  return	  they	  require	  a	  global	  response.	  The	  current	  rupture	  within	  our	  global	  political	  and	  economic	  system	  opens	  a	  space	  through	  which	  people	  foster	  new	  subjectivities	  not	  rooted	  in	  consumption,	  but	  rather	  in	  citizenship.	  A	  transnational	  analysis	  highlights	  what	  is	  happening	  globally,	  but	  also	  draws	  attention	  to	  the	  need	  to	  create	  a	  transnational	  movement.	  While	  the	  discourse	  of	  the	  99%	  originates	  in	  the	  US,	  a	  transnational	  analysis	  shows	  that	  it	  has	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broad	  appeal—the	  indignados	  and	  #132	  employ	  similar	  rhetoric	  towards	  similar	  ends.	  	  	   The	  challenge	  moving	  forward	  is	  to	  encourage	  a	  transnational	  movement	  in	  response	  to	  the	  economic	  crisis	  that	  “enacts	  a	  politics	  of	  possibility	  (Madison	  1998)	  grounded	  in	  performative	  practices	  that	  embody	  love,	  hope,	  care,	  and	  compassion”	  (Denzin	  and	  Giardina	  2012,	  20).	  The	  potential	  pitfall	  is	  the	  resurrection	  of	  “primordial”	  nativisms—which	  can	  be	  seen	  in	  the	  nostalgic	  glimpses	  to	  the	  not-­‐so-­‐distant	  past.	  As	  Stuart	  Hall	  warns	  us,	  “identities	  are	  the	  names	  we	  give	  to	  the	  different	  ways	  we	  are	  positioned	  by,	  and	  position	  ourselves	  within,	  the	  narratives	  of	  the	  past”	  (1996,	  394).	  As	  we	  narrate	  ourselves	  into	  the	  historical	  present,	  we	  build	  new	  identities	  out	  of	  what	  Gilroy	  has	  called	  a	  “new	  understanding	  of	  post-­‐modernism”-­‐-­‐one	  not	  marked	  by	  consumption	  and	  its	  critiques	  (2004).	  For	  him,	  this	  new	  postmodernity	  	  can	  be	  approached	  through	  the	  translocal	  impact	  of	  political	  ideologies,	  social	  relations,	  and	  technological	  changes	  that	  have	  fostered	  a	  novel	  sense	  of	  interdependence,	  simultaneity,	  and	  mutality	  in	  which	  the	  strategic	  and	  economic	  choices	  made	  by	  one	  group	  on	  our	  planet	  may	  be	  connected	  in	  a	  complex	  manner	  with	  the	  lives,	  hopes,	  and	  choices	  of	  others	  who	  may	  be	  far	  away.	  (80)	  	  It	  is	  here	  that	  a	  vision	  of	  the	  utopian	  future	  resides.	  	  	   The	  foodways	  of	  Galicia	  are	  emblematic	  of	  the	  conditions	  that	  are	  repeated	  globally—the	  modalities	  of	  food	  and	  foodways	  that	  are	  representative	  of	  the	  lived	  conditions	  of	  the	  historical	  present.	  Food	  is	  a	  visceral,	  and	  embodied	  good—as	  such	  it	  symbolizes	  nation,	  self,	  and	  community.	  This	  symbolism	  is	  heightened,	  as	  notions	  of	  land,	  territory	  and	  space	  have	  become	  important	  political,	  theoretical	  and	  methodological	  concepts.	  In	  the	  wake	  of	  “globalization,”	  place,	  belonging,	  and	  space	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have	  had	  “totemic	  resonance”	  (Massey,	  2005;	  p.5).	  As	  the	  example	  of	  Galicia	  demonstrates,	  a	  turn	  to	  nativism	  and	  primordial	  identities	  offers	  a	  reprieve	  from	  the	  vastness	  of	  a	  global	  society	  as	  well	  as	  means	  of	  gaining	  a	  place	  in	  the	  global	  marketplace	  through	  recourse	  to	  “heritage”	  and	  artisanal	  products.	  Globalized	  nostalgia	  works	  to	  bridge	  the	  tensions	  between	  hybridity	  and	  authenticity,	  but	  remains	  constrained	  by	  the	  limits	  of	  commodity	  culture.	  	  As	  Walter	  Benjamin	  (2008)	  noted,	  fascism	  renders	  politics	  aesthetic,	  while	  communism	  responds	  by	  politicizing	  art.	  The	  schizophrenic	  politics	  of	  populism,	  then,	  necessitates	  the	  strategic	  use	  of	  foodways	  in	  order	  to	  draw	  build	  a	  progressive	  political	  movement.	  While	  culinary	  tourism	  has	  the	  potential	  to	  circulate	  right-­‐wing	  ideologies	  through	  claims	  to	  authentic	  identities,	  it	  also	  opens	  the	  possibility	  for	  critical	  transnational	  discourse	  around	  labor,	  consumption,	  and	  the	  environment.	  The	  task	  is	  to	  recognize	  our	  common	  vulnerability	  and	  tell	  our	  stories.	  In	  so	  doing,	  we	  are	  able	  to	  connect	  with	  the	  universal	  experience	  of	  humanity.	  We	  share	  our	  outrage	  and	  occupy	  our	  mutual	  spaces,	  moving	  towards	  a	  collective	  consciousness	  that	  is	  not	  nostalgic	  but	  hopeful.	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